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Get Behind This Campaign at Once 


An extensive NATIONAL advertising campaign is telling thousands of con- 
tractors and prospective home builders abous NATIONAL GARAGE 
and BUILDER’S HARDWARE. 
With NATIONAL goods on your shelves you can increase your 
sales because this business will come to YOU. 
And the sale is easily closed for every article we make 
has some special features—the kind that arouse | 
interest and induce buying. 
In addition, all NATIONAL GARAGE 
HARDWARE is packed complete 
with directions and everything 
necessary for attaching. 
The price is low, the 
profit attractive. 
Reason? We 
supply 
you di- 





















National 
Garage Set 
No. 801 
Includes 
3 Pair 8-inch Reversible ‘‘T’”’ 
Hinges 

only No. 820 Chain Bolt 
only No. 830 Foot Bolt 
only No. 5 Door Pull 
only No. 27 Latch 


Packed complete in a neat box 
with full directions for attaching 


National Mfg. Co. 


Sterling, IIl. 
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View outside garage 
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Taking a Shot at 


Displays and Suggestions That 
to Bag 


HERE is a tang of Fall in the 
air. The leaves and grass 
of summer are toning down 

to the rich browns and golds that 
harmonize with canvas coats and 
hunting caps. Duck calls are being 
tuned up, and the “old timers” are 
going through rehearsals in pros- 
pect of matching their “quacks” 
with the real thing. There is a far 
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the Fall Hunting 


Will Furnish the Ammunition 
the Limit of Fall Sales 
By LLEW S. SOULE 


away look in the eyes of the hunt- 
ing enthusiast, and instead of push- 
ing the work in hand, his mind is 
harking back to the fields and trails 
—the hunting cabin and the camp 
fire. He can’t pick up a walking 
stick without tilting it skyward and 
squinting down its length as he 
would down a rifle barrel. Every 
time there is a blast in the subway, 
or some nearby 
quarry, he 
and scans the heavy 
ens for a flock 
canvas backs. 
Hunting dollars 
are ripening fast. It’s high time for 
a bunch of hardware pickers to go 
out and gather in the harvest. 

It’s time for rubber boots, decoys, 
rush blinds, duck calls, hunting 
knives, hatchets, camp axes, tents, 
hunting coats, cartridge belts and 
camp kettles to come from behind 
the counters and mix in the win 
dows with rifles, shot guns, 
and cartridges. 

Have you heard the call? 
get ready for action. 


jumps 


o! 


shells 
Then 


Are You Primed for Gun Sales? 


Guns, ammunition and hunters’ 
supplies will soon begin to hum 
again. The hunting tenderfoot may 
figure on borrowing or renting 4 
cheap fowling piece, but your “old 
regular” has passed the _ rental 
stage. 

Hunting is almost a religion to 
him. A good gun is held in a class 
with his wife, his mother and his 
hunting dog. He will buy as only 
a red-blooded man can buy when 
the closed season hits the toboggan 
and Autumn opens its arms to the 
sport lover. 

Every man has a hobby. Some go 
in for racing; others for poultry 
raising; still others for golf, ten- 
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Business 


and Enable You 


nis, hockey or boating, but take a 
canvass of the live ones right now 
and the number who pin their 
hobby-love to hunting will loom up 
like candidates for the Fall elec- 
tion. There are hundreds of fellows 
who can stick to the job through a 
sultry summer without batting an 
eye, but they can’t withstand the 
vision of Fall shooting. There is a 
bunch of wise vacationists who have 
aved up for a new pump gun and a 
carload ammunition. Are 

ready to play banker for them? 


of vou 


Cash in on Catalog Readings 


The hardware dealer with an am 
bition his Fall sales 
should considerable 
effort thought planning 
the business. There 
the number of plar 
be put succe 
this 
will come 
pushing, but 
who after the 
business will be the 
register rings 


to see SOar, 
spend 
and 

nunting 
no limit t 
which 
fully along 
this trade 
without 


time, 


for 


Oo 
can ovel 
Some of 
any 

the fellow 
cream of the 
one whose cash 
up the long profits. 
The amateur hunter is as good for 
sales as the regular. More lead 
fired into atmosphere than any 
where else, but should worr 
that. A bum shot buys more 
ammunition than the seasoned hunt 
and the outfit of a tenderfoot is 
crammed with profit-bearing extras. 
We are right in the middle of the 
open for catalog readers. 
Every magazine bristling with 
hunting advertisements. Every 
man with the hunting instinct has 
been reading up on the latest game 
killers and is primed for buying. 
That’s-your opportunity. The cata- 
log readers will study the printed 
pages right up to the buying point, 
but when the fever reaches its 
height they are in no mood to wait 


line. 


now 


yoes 


you 


over 


er, 


season 


is 
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The simply constructed hunting cabin imparts the human element to 


for mail order shipments. There is 
a real opportunity to cash in on the 
catalog man’s advance work. Put 
in a hunting window with a double- 
barreled pull to it. Slip a gun into 
the prospect’s hands and give him 
a thrill. Show him you are ready to 
fill his hunting wants and you will 
find him ready to swap his dollars 
for the goods. 
It Pays to “Get Personal” in Your 
Hunting Advertising 
Preparation is half the battle and 
preparation includes both stock 
and advertising. Every competitor 
you have will be gunning for your 


merchandise 


Fall business soon, and it’s up to 
you to get to the target first. It’s 
the first bulls-eye that gets the 
press notices. 

Every man in your town knows 
that Rice Lake is a regular Fall re- 
sort for mallards, but it comes 
home to him a little more forcefully 
when you tell him about the limit 
bag Bill Smith brought home from 
there last year. 

Personalities are hard to handle, 
but it pays to get personal in your 
hunting advertisements. It gets the 
community behind your efforts and 
stimulates sales. Quail have been 
hunted along the “Bottoms” since 


this display, which features a variety of camp 


and hunting 


the first settler appeared, but those 
same “Bottoms” will take on a new 
aspect when you exhibit a picture 
of Jim Jones and the covey he 
copped there. Just do a little still 
hunting in your community and dig 
up a bunch of those pictures the 
hunters are proud of. Get one of 
the kids and the rabbits’ they 
bagged with the little 22 rifle Dad 
gave them for Christmas. Offer a 
prize for the best hunting picture 
and start your campaign with a 
window full of home talent pictures, 
backed up with the stock that makes 
such pictures possible. All pictures 
conjure up visions, but sales visions 














Hunting togs make fitting companions for guns and ammunition in this easily arranged display 
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A corking good hunting display, built around the 
the exception of the 


are the ones called up by those 
which show your own friends in ac- 
tion. If Bill Jones has bagged a 
deer, his friends are dead sure they 
can dupiicate the feat. You know 
them all. You know where the game 
is to be found and the kind of gun 
and ammunition needed to bag it. 
Couple them up—local hunters and 
local hunting places, with modern 
guns, ammunition and supplies. It’s 





Advertising matter furnished by the 


manufacturers forms the 
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Nature 
from a 


old rail fence idea 
figure borrowed 


a real human combination hard to 
beat. 


Putting Nature to Work in the Store 
Windows 


One of the best allies for the 
hardware man who wants the hunt- 
er’s trade is nature. The whole 
out doors is alive with suggestions 
and material for hunting goods dis 
plays. Look over the sterling win- 


almost any hardware windou 


furnished all the 
neighboring 


nucleus of this hunting display 


accessories used in this display, eith 


clothier 
pictures in connection 
with this article. They were gath- 
ered from hardware stores in the 
North, the South, the East and the 
Far West. Each couples up with 
nature for a display that gets under 
the skin of the outdoor man. See 
how many of them use the “Cabin” 
idea, and what an appeal it makes. 
These cabins are comparatively 
easy to construct. You 


dow trim 


Can use 


Similar displays can be arranacd 





HARDWARE AGE 


September 23, 








The hunting cabin 
forms an ideal window 
background. This 
trim shows clearly the 
method of camp con- 
struction as generally 
employed in fall hunt- 
ing displays 








small logs, rough bark or slabs from 
the mill. A few rocks will form a 
chimney, and the job is done. All 
that is then necessary is a_ hide 
tacked on the door, an imitation 
camp fire, a few branches from 
nearby trees and a natural display 
of the guns and other hunting items 
you want to sell. The cabin can be 
as crude or as elaborate as desired. 
It can be built to fit any size of win- 
dow. Study the pictures, then get 
busy. Even a rough board cabin 


will do if the rest of the scene fits 
in with the general scheme. 

If the cabin seems a little beyond 
your trimmer, try the “rail fence” 
with appropriate settings of leaves, 
branches and game. Some of the 
best windows I have ever seen were 
built around a rail fence and a fig- 
ure borrowed from a neighboring 
clothier. These things create “at- 
mosphere” and afford a natural at- 
tractive setting for the merchandis- 
ing. : 














In this window the hunting cabin is brought into greater prominence through the use of 


a crude picket fence. 


The natural arrangement of the merchandise adds to its appeal 


Don’t Waste All Your Ammunition on 
Guns 


The gun is only one item in the 
hunting list. To be sure, it is the 
center of attraction, but the other 
items are equally important and 
earry equally good profits. When 
you trim the fall hunting window, 
be sure to show the hunting coats, 
shoes, leggings, sweaters, caps, 
rubber boots and decoys. Also play 
up your camp equipment, camp 
stoves, tents, cooking utensils, axes, 
hunting knives, cameras, gun cases, 
cartridge befts, decoys and hun- 
dreds of other items. Even the 
vacuum bottle goes well in the hunt- 
ing window. Remember you are 
gunning for real volume in fall 
sales, and don’t overlook any profit 
bets. The one thing you display 
which your competitor overlooks 
may be the magnet which draws the 
hunter into your store. 

If you go after the hunting busi- 
ness of your community, go out to 
bag the limit. Don’t wait until the 
season is half over. Start now. If 
that Fall hunting window isn’t 
trimmed now, it’s time to drop your 
cigar stub into the powder and 
start something. 

The man whose stock is complete, 
whose window trimmer is on the 
job, whose advertising is busy and 
who is ready to fill the hunting 
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wants of his community, is the man 
who will say “Some Business’? when 
the season is over. 

Here’s hoping it’s you. 


Tire Talk—The Flap 


: ie flap is an important yet little 
considered necessary in the automo- 
bile tire. As a protector between tube 
and rim, it is vital to the long life of 
the tube. It prevents deterioration 
from the rust that invariably gathers 
on the rim. It prevents the tube from 
pinching between the outer or inner 
edges of the tire. 

Ordinarily, a flap is made of from 
three to four plies of fabric. It is con- 
structed to conform to the shape of the 
tire. Inserted, it should lay perfectly 
straight between the tube and rim 
without buckling. 

The long notch at the end of the flap 
should lay on top or next to the rim, 
in order to prevent the tube creeping up 
and being pinched between the long 
groove. The end with the round hole, 
where the valve stem fits, should lie 
next to the tube, according to Miller 
tire men. 

If the flap is a trifle too short it is 
better to buy a new one rather than to 
risk slitting the holes to lengthen it. 
In case of emergency it is better to slit 
the long notch rather than the short 
one. The cut, however, must never be 
so long that the edges of the flap do 
not come together. 

If the flap is too short, it works 
down, oftentimes to the side-wall of 
the casing. Here it cuts the fabric 
like a knife. When it is corroded from 
rim rust and the edges get ragged 


HARDWARE AGE 


The selling value of this display hinges on the 


use of mounted game specimens, which 


are easily procured in any live community 


from wear, there is danger of pinching 
the tube and thus ruining it. 

The motorist should examine the con- 
dition of the flap at each tire change. 
If he fails to take care of this necessary 


accessory, he has only himself to blame 
when his tube goes flat. Oftentimes the 
price of a new flap will save several 
tubes. A poor flap is the source of 
constant annoyance. 


Twenty Billion Dollars For Luxuries 


By Davip F. Houston, 
Secretary of U. S. Treasury 


XPERTS tell me that the expendi- 

ture this year on what the Treas- 
ury reckons as luxuries will exceed 
twenty billions of dollars. It is esti- 
mated on the basis of the tax records 
that the people of the United States 
expend a billion dollars on candy. The 
estimate for this year’s consumption 


of soft drinks and beverages from cer- 
eals is $750,000,000. The expenditures on 
cigarettes for the year is estimated at 
$800,000,000, and on jewelry between 
$400,000,000 and $500,000,000; tobacco 
and snuff, $800,000,000; cigars, $810,- 
000,000; for admission to motion pic- 
tures and other places of amusement, 
$750,000,000; chewing gum, $50,000,- 
000. I am satisfied that the total is not 
an overestimate.—Drug Topies. 





Another 
good 


sample of a 
merchandising 
window display. In 
this case the cabin is 
dSuilt of slabs obtained 
from the local mill 














Can the Middleman Survive? 


Do the Excess Profit and Income Taxes Threaten His Elimination? 
Some Questions Prompted by Recent Happenings in the Grocery Trade 


cinnati are the manufacturers of 

“Ivory Soap,” “Crisco” and, other 
nationally used products and their an- 
nouncement that they would hereafter 
sell their goods to retailers at same 
prices and upon the same terms as 
those made to jobbers has raised afresh 
two questions that are of very great 
interest to the commercial field of the 
United States. 

For the information of those who 
may be ignorant of the nomenclature 
of American business it should perhaps 
be explained that the term “jobber” is 
used to describe the individuals, firms 
or corporatious who are the interme- 
diaries of distribution between the pro- 
ducer or manufacturer and the retailer. 

The jobber buys from various man- 
ufacturers in large lots and on cer- 
tain conventionalized terms of credit 
the assortment of articles that the re- 
tailers in the district served by him are 
likely to require, and resells them in 
smaller lots to those who deal directly 
with the public. He must take the risk 
of retail crecits and if he is to succeed 
must carry an assorted stock from 
which he can quickly supply a demand 
that may be more or less capricious. 

Now it is no new thing for the manu- 
facturer to sell direct to the retailer, 
but in consideration of the service ren- 
dered by the jobber the general prac- 
tice has been to allow him a jobbers’ 
discount, that a retailer could not ob- 
tain, and this discount, less the cost of 
handling his business, was his profit. 

What the Procter & Gamble Co. has 
done is to abolish the jobbers’ discount, 
and this means that the jobbers will 
no longer be able to make a profitout 
of handling the Procter & Gamble 
products. The grocery jobbing trade, in 
which it is estimated that at least 100,- 
000 men (including 40,000 salesmen) 
are employed, is most directly affected 
by the policy that the Procter & Gam- 
ble Co. have adopted, but the questions 
involved are really national in their 
scope, for they raise issues that con- 
cern the entire jobbing business of the 
country upon which a million or more 
men depend for a livelihood and 
threaten a principle of commercial or- 
ganization and distribution that many 
believe is vital to its efficiency. 

That the indignation which has been 
aroused ‘in the grocery jobbing trade 
by Procter & Gamble’s action may be 
understood it may perhaps be in order 


Ten Procter & Gamble Co. of Cin- 


By 
THEODORE H. PRICE, 
Editor Commerce and Finance 


to quote the foHowing letter published 
by the Indiana Association of Grocery 
Jobbers: 


Good-bye, P. & G. r 
you have trudged and toiled on meagre 
profits to help build up a gigantic soap 
business located in Cincinnati. You have 
reached the peak of your endeavors; you 
have helped P. & G. to reach yonder Hill 
Top of Bigness. ; 

The parting has come, but you are not 
bidding a tearful good-bye. Instead their 
foot print is on the seat of your pants. 

Oh, no! You are not going down hill; 
not on your life—you are going to fight it 
out on the summit where you placed them. 
It’s your existence. The wholesale grocery 
business is now brought to the acid test. 
Will you fight for your position or will 
you place your army of salesmen (sixty 
thousand strong in this United States of 
America) with them and force other manu- 
facturers to follow P. & G. Will you? 
Nay; you will not, we dare say, 

Are ‘you a soap distributor or are you a 
real wholesale grocer? The day is here— 
the arena is set—direct selling is the bull 
to gouge out the vitals of the wholesale 
grocery business. The wholesale grocer 
is the defender of an economic business 
principle. The spectators are the manu- 
facturers of merchandise, waiting the de- 
cision. 


And that a line of battle has been 
drawn by the jobbers, on one side or 
the other of which manufacturers must 
align themselves, is clear from the fol- 
lowing circular issued July 1 by the 
N. K. Fairbank Co. of Chicago, one 
of Procter & Gamble’s principal com- 
petitors: 


To the Wholesale Grocery Trade of the 
United States: 

We believe that the wholesale grocery 
business, as a business! is fundamentally 
right and economically sound, 

We believe that one has but to point to 
the tremendous growth of the wholesale 
grocery business to prove these facts be- 
yond dispute. 

We believe that any business which by 
its loyal co-operation and support has 
aided the N. K, Fairbank Company in the 
development of its business is justly en- 
titled to our continued steadfast support. 

We announce that we will in the future, 
as in the past, continue to distribute our 
products to the retailer through the jobber. 

This is a declaration of the policy of the 
N. K. Fairbank Company. 


Gone! For years 


Co-operative Stores 

From these two documents it is clear 
that a bitter fight is to be expected 
within the grocery trade, but it is not 
so much with the details of a trade war 
as with the broader questions that it 
will bring to the forefront that the 
public is interested. 

The first of these questions is, “Can 
the middleman be eliminated?” The 
second, “Do the income and excess 
profit taxes tend to strengthen monop- 
oly?” 

As to the first question, “Can the 
middleman be eliminated?” it may at 
once be admitted that the ideal of the 
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theoretical economist has always been 
a system of distribution that would 
save intermediate profits and make it 
possible for the consumer to buy di- 
rectly from the producer. In an at- 
tempt to realize this ideal the co-opera- 
tive stores of England and the chaia 
stores now multiplying so rapidly is 
this country have been established. The 
mail order houses are another develop- 
ment in the same direction. 

The co-operative establishment has 
rarely succeeded in the United States, 
but in cities where the population is 
sufficiently dense to assure a large vol- 
ume of trade and a prompt turnover 
the chain store would seem to render a 
real economic service and is therefore 
likely to be permanent. The mail order 
houses already established will prob- 
ably also continue to be an essential 
part of our distributive machinery, al- 
though the relative decrease in the rural 
population, and the automobile, which 
makes it so easy for the countryman 
to do his shopping in town, lead some 
to doubt whether the old mail order con- 
cerns can much extend their business 
or new ones can succeed, unless they 
undertake to teach city dwellers to buy 
by mail, which is something they have 
not yet attempted. 

Our total domestic trade is estimated 
at over 70 billion dollars, which sum rep- 
resents the aggregate cost of the com- 
modities bought by American consum- 
ers and does not include rents, taxes. 
savings, life insurance, amusements 01 
travel. 

No precise figures have been com- 
piled, but my own idea, based upos 
general knowledge of the subject, is 
that the total sales of the mail order 
and multiple store concerns do not ex- 
ceed 10 billions, if, indeed, they are s¢ 
large. If I am wrong in this idea I 
shall be glad to be corrected. The ques- 
tion is important. But if I am right 
then goods having a value of 60 billions 
are sold in the old-fashioned way by 
dealers who have but moderate capital 
and small establishments, but who, be- 
cause they must nevertheless give cred- 
it and carry stocks, find it necessary 
to buy their goods where they cam 
have access to a wide assortment and 
pay as they are reimbursed by thei! 
customers. The existence of these small 
dealers is the raison d’etre of the job- 
bing business. 

It will never be possible to ignore e@- 


(Continued on page 108) 





One Swallow Does Not Make a Summer 


By EDITH HALLICK OLIVER 


Neither does a range or any other 
one item make a kitchen. 

Just as surely as one swallow 
means that the whole flock is sure 
to follow, the purchase of one up 
to date time and labor saving de- 
vice foretells the sale of many oth- 
ers of similar usefulness. 

This display in the window of the 
Nicholas Hardware Co., Oak Park, 
Ill, brought sales throughout the 
entire range of household équip- 
ment because the actual and prac- 
tical pull of the articles displayed 
suggested others to make the equip- 
ment complete. 

In the full light of the daintily 
curtained window an enameled top 
table suggests the equally cleanly 
and durable white enamel bread, 
flour, tea and coffee containers, and 
the entire line which the housewife 
sees in the store display. If she 
uses a garbage can that retains 
odorous reminiscences of long serv- 
ice, the trim sanitary model under 
the table naturally appeals to her 
instantly, and suggests its compan- 
ion for soiled towels and linen. 

Memories of some expensive dish 
spoiled through an_ unsightly 
burned crust emphasizes the prac- 
tical utility of the glass oven doors 
on the range, and the possibility of 
keeping up the “white” idea 
through any number or kind of 
utensils. No kitchen chair would 
have a chance against the stool of 
convenient height, so easily moved 
about and so handy to hold the dish 
pan or anything else that must be 
put down for a minute and picked 
Up again without effort. There is 
actually no limit to the silent al- 
‘urement of that range, so conven- 


ient, so ready for whatever line the 
housewife’s own particular favor 
takes it. 

Time was when fireless cookers 
were considered a summer proposi- 
tion, but their place is as perma- 
nent now in kitchen equipment as 
the meals they cook for the woman 
who wants to be out all day the 
year round. 

The kitchen cabinet long ago 
demonstrated the practical possibil- 
ity of “a place for everything and 
everything in its place” in less 
space than any one of the old time 
clumsy pieces of kitchen furniture 
took up. Every necessary article 
for using the food stuffs in the con- 
tainers of the cabinet is ready and 
waiting in its own particular place, 
and then this model of efficiency 
goes on to suggest one of the great- 
est money makers in houseware in 
the glass baking dishes standing 
ready to be filled. Beyond the fact 
of its real solid value in standing 
heat and hard usage, glass for cook- 
ing needs little selling talk when it 
is attractively shown. If there is a 
doubt in the housewife’s mind 
about the possibility of such ele- 
gant and fragile looking ware being 
strong and durable, there are al- 
ways customers who have used it to 
whom she could be referred. 

Think too of the endless list of 
small patented conveniences which 
are the real backbone of kitchen 
equipment. They are too numerous 
to mention, but they each and all 
mean money to the hardware dealer 
not only through their own sales, 
but through the custom which they 
bring, and the establishment of a 
reputation for being up to date. 
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The vacuum cleaner entered the 
household as a rather exclusive and 
elegant part of equipment It was for 
the woman who had costly house- 
hold furnishings, rich curtains and 
rugs, etc. The housewife is a thor- 
oughly practical person, however, 
and she soon discovered that the 
vacuum cleaner was not at all ele- 
gant and exclusive and that its uses 
are as varied as the dust and dirt it 
deals with. 

One of the strongest and most 
telling features of the vacuum 
cleaner is its universal adaptabil- 
ity. It has a place in every up-to- 
date kitchen. 

Every article of modern efficiency 
that is sold into a home laughs at 
whatever is not up to its standard 
and sooner or later, (generally 
sooner) protests so strongly that 
the entire household comes up to 
the higher standard. Don’t let any 
sale stop at the one article; regard 
it only as the beginning and the 
purchaser always as a live prospect 
for whatever she hasn’t got. 

Perhaps you don’t just realize 
what this means unless you have 
studied the never ending list of 
things which each month sees com- 
ing out under the broad head of 
household helps. It’s worth while 
looking into. 


The Lap-Rock Tire Co., Los Angeles, 
Cal., has been incorporated with a cap- 
ital of $1,000,000 by H. L. and H. O. 
Averill and Ross Moore, to manufac- 
ture automobile tires. 


The Lumberton Saw Mfg. Co., Lum- 
berton, Miss., T. C. McLain and others 
interested, will establish a $50,000 plant 
for the manufacture of saws. 
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Speaking of Special Sales 


Many Lines Now Seasonable Year Round 


Ewer. August of each year the 
Carlisle Hardware Co., Springfield, 
Mass., hold special clearance sales to 
dispose of summer stocks that are not 
deemed advisable to carry over until 
another year, and also in order to make 
room on their shelves for fall and win- 
ter merchandise. These special sales 
are very profitable to the Carlisle 
Hardware Co. for several reasons. In 
the first place it enables them to turn 
their stock into cash, it enables them 
to get the profits and advantages of 


the advertising such a sale inevitably 
brings about, and it also gives them a 
chance to get customers into their 
store and to show a number of lines 
that are not included in the special 
sale. The Carlisle special sales are 
always successful and profitable to both 
Carlisle and his customers. 

Herewith are shown two photographs 
of the window displays at Carlisle’s 
during the mid-summer clearance sales 
during the latter part of August, this 
year. These displays are interesting 


and full of practical suggestions. The 
prices on the various articles displayed 
in the windows are of interest, although 
it should be remembered that they are 
special prices which were intended to 
move the stock on display as quickly 
as possible. The arrangement of both 
windows is attractive. 
Year-Round “Sellers” 


It should also be observed that there 
are a number of articles shown in both 
(Continued on page 108) 
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~ Proof of the 
Window 
Is the 


Buying 


A Simple Display 
Tiat Made Large Sales 


HE effects that can be ob- 
7 tained by simplicity in win- 

dow displays are sometimes 
more far reaching in their results 
than the most elaborate and pre- 
tentious arrangements that can be 
devised. Moreover in these times 
of confusion and crowding in many 
places it is altogether refreshing 
to find simplicity in any form and 
particularly in the window of a 
hardware store. 

The window display of tool chests 
in the accompanying photograph 
shows the method used by Hoff & 
Bro., Inc., Reading, Pa., to utilize 
their window to advantage so that 
the articles on display stand out 
distinctively and with direct and 
emphatic forcefulness. 

The reason for the particular ar- 
rangement of any window display is 
always interesting. Sometimes it 
would be difficult perhaps to ex- 
plain the reason for many displays 
except to say that they were season- 
able, or that a certain combination 
of effects were produced simply be- 
cause nothing better suggested it- 
self. But a good window is less 
likely to be the result of luck than 
anything else in the retail field of 
merchandising. A good display of 
merchandise in a store window can 
invariably be obtained only by de- 
liberate planning and real work in 
arrangement. 


Deliberately Planned 


The reason that led to the effect 
shown in the Hoff & Bro. window 
is as simple as the display itself. 
Prior to putting in the window dis- 
play Hoff & Bro. had received a 
number of calls and inquiries from 
customers for tool chests, as a re- 
sult of having had one on display 
inside the store. Reading is a large 
manufacturing city and supports a 
great many mechanics and carpen- 
ters. The high wages that me- 
chanics and carpenters get has en- 
abled many of them to invest some 
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Simplicity the 


of their earnings in various ways 
to the advantage of the hardware 
dealers in Reading. At the time 
that Hoff & Bro. began to receive 
calls for tool chests their stock was 
rather low, and before many days 
they found that it had been com- 
pletely exhausted. They had been 
expecting a shipment of tool chests 
for some time, but because of the 
transportation difficulties it was 
several weeks before they had any 
at all in stock. 

Consequently soon the 
chests arrived they wished to ad- 
vertise the fact as effectively as 
possible and R. H. Starke, manager 
of Hoff & Bro. decided that a good 
window trim could be arranged 
simply by using the chests alone. 
Moreover Starke believes that it is 
better and more profitable to drive 
home to a prospective customer’s 
mind one single line of goods at a 
time and to leave that one impres- 
sion strongly and unconfused upon 
the customer’s mind than it is to 
show a number of things so that 
nothing alone stands out to be re- 
membered. 

So the chests were shown as sim- 
ply and effectively as possible and 
inside of ten days after the display 
had been arranged Starke said that 
he would probably have to consider 
placing another order so that his 
stock would not again be exhausted. 
The simplicity and directness of the 
display was its own appeal to the 
people of Reading. If “the proof of 
the ‘pudding is in the eating,” the 
proof of a window display is in the 


as as 


keunote in this 


windou 


buying, and this window attracted 
customers for Hoff & Bro. in pro 
portion to the taste and cleverness 
with which it was arranged. 


Dealers Interested in Na- 


tional Dairy Show 


TT National Dairy Show to be held 
at the Union Stockyards, Chicago, 
Oct. 7 to 16, will offer this year unusua! 
advantages to the hardware dealer, ac 
cording to reports from manufacturers 
of industrial implements. Not only, it is 
said, can the dealer familiarize himself 
with the newest inventions, but he can 
show. his customers the fine points of his 
goods under the most fortunte cond'- 
tions. 

Implement dealers are said to be 
looking forward with anticipation to 
the exhibits of equipment and appli 
ances for the handling and distribution 
of milk. Probably every manufacturet 
of machinery in the United States that 
has anything to do with milk and its 
products will exhibit at the National 
Dairy Show. 

The evolution of the dairy business 
from the milk pail and the 
complex refrigerating machinery and 
automatic milking may be 
traced through the thousands of labor 
saving devices and will be of great in 
terest to dealers, machinery 
visitors from all over the country 


stool to 


devices 


men and 


The Delker Brothers 
derson, Ky., has incorporated in 
Delaware with capita] of $300,000 by 
F. H., M. J. and A. G. Delker, all of 
Henderson, to manufacture wagons and 
wagon parts, automobile equipment, 
ete. 


suggy Co., Hen 
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Peak Points in 
Retail Advertising 


Getting the Eye of the Prospect Is the 
First Step—How Can It Be Done? 


EDITOR’S NOTE: 


retail store advertising. ] 

yy T is obvious that first of all an 
[ advertisement must be seen. 
Unless it is seen it cannot be 
read and unless it is read it cannot 
induce action. 

The mechanics of advertising are 
more involved in this first require- 
ment than any other phase of the 
problem, for position, balance, il- 
lustration and arrangement are all 
involved in the effort of making the 
advertising attractive. 

Some of the things which help 
make any advertisement noticeable 


. Size. 

. Border and signature. 

3. Use of white space. 

. Position. 

5. Neatness. 

. Timeliness. 

The amateur should not be con- 
fused. It would be better for him 
to elect to get some of the essen- 
tials into his advertising rather 
than to reach for perfection with 





“BE YU’ SKEERED?” 
What you want is a Flashlight 
and we are offering the best in 
these—‘“The Ever-ready Day- 
lo.” 


Many styles, sizes and prices. 


Balcony. 


'Amercan Hardware Stores 
‘ (INCORPORATED 
Fairfield Avenue and Midille Street 


“Ali that is Hardware—aid More.” 


The “it must be seen” 
requirement of advertising is considered 
in this the second of a series of articles on 











his early pieces of copy. For the 
new ad-writer these hints are worth 
following: 


1. Make the advertisement large 
enough to be seen. 

2. Do not crowd it. 

3. Have plenty of white space. 

4. Make it timely and human. 

5. Use a distinctive border and a 
special signature cut. 


The importance of a border that 
is exclusive to an individual store 
and a signature cut especially en- 
graved is overlooked by many hard- 
ware dealers, who permit the 
printer to use a straight line border 
and “set up” the firm name in ordi- 
nary type. It is considered by some 
experts that the effectiveness of an 
advertisement is enhanced 25 per 
cent by a special border and an 
individual signature cut. Certainly 
if that is so the very slight expense 
—almost nothing distributed over 
many ads.—is more than desirable. 


Saved by a Habit 


I recall a large department store 
running a big piece of copy on a 
sale of hosiery. The advertisement, 
of course, had the usual border and 
position of the store but the printer 
overlooked placing the signature 
cut in the ad. and it was run with- 
out any store name attached to it. 
The advertising manager wailed to 
the publisher who agreed to run the 
vdvertisement over again without 
cost. The next morning the adver- 
tising man ’phoned the newspaper 
and said: 

“Never mind about running that 
ad. over again. We’ve got a big 
response and the sale is going over 
fine.” 

Readers had come to associate the 
style and position of the advertis- 
ing of the store and were able to 
recognize whose advertisement it 
was without looking for the name. 
In fact, when several customers’ 
attention had been called to the 
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absence of the signature many of 
them said they had not noticed it. 
It will certainly be agreed that it 
is a valuable thing to have the 
reader recognize at once that the 
advertisement he is looking at is 
the advertisement of your store. 


Pictures and Heads 


The question of headings is more 
properly one that falls under the 
second requirement of an advertise- 
ment—‘it must be read’”’—but it 
should be touched upon here. The 
right kind of a heading will help to 
make your advertisement seen. 


Ever notice how in a REAL Ball 
Game the batter will try two or 
three bats before “hitting” on 


the one he means to use? 


| 


Well—our Sportirig Goods De- 
partment has all kinds of BATS 
—small, heavy, light, cheap and 
2xpensive. 


Main floor 


American Hardware Stores. 
INCORPORATED 


Fairfield Avenue and Middle Street 
“All that is Hardware—and morc.” 
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‘Newspapers have long recognized 
this and consequently use headings 
on all their important news items 
and they pay the highest salaries to 
the man who writes the headings, 
not to the scribe who digs up the 
story. If your heading is attractive 
it will center attention and gain a 
wider distribution for your mes- 
sage. 

Blanket heads are _ extremely 
questionable. A blanket heading is 
one that says: “School Dresses” or 
“Gingham Aprons.” The skilful 
head writer will change those com- 
monplace sayings to “School Days 
are Here, are you ready?” or 
“You’re as neat as a pin in one of 
these fine gingham aprons.” There 
can be no question that such a 
statement will get more interest 
than the common label heading. 

White space is the most powerful 
weapon you have in getting your 
ads the attention which they must 
have. The piece of copy that is set 
full, that is full measure with no 
allowance for white space, by its 
very nature repels. It looks hard 
to read and it is hard to read and 
many folks will pass it by with a 
glance because it is not inviting. A 
border of a half inch to two inches 
—depending on the size of the ad— 
of plain white sets off the type and 
opens up the display in a manner 
that makes it easy to read. Mer- 
chants do not have steps into their 
stores for steps make it hard for 
customers to come in. Wise adver- 
tisers do not run crowded ads, for 
crowded ads are hard to read. 

Illustrations are big factors. 
Proper illustration is a powerful 
force in getting readers’ attention. 
Pictures are interesting, that is 
why the movie craze has passed the 
fad stage and become a necessity. 
Folks are interested in pictures, 
particularly pictures of other folks. 
It is better to have an advertise- 
ment with a lockset in it than to 
have no illustration at all, but it is 
better still to have that lockset in a 
door and some attractive young 
miss turning the key. We say at- 
tractive young miss, for men like to 
see pictures of women and women 
like to see them to study their 
clothes. A sled cut will help that 
sled ad, but a cut with a smiling boy 
and laughing girl coasting down hill 
will make it all the more effective. 


What Is a Position Worth? 


In advertising the chief expense 
is or. of space. Illustrations cost 
only reasonable sums so the wise 
advertiser amplifies his investment 
to provide for cuts. Of course the 
manufacturer is always willing to 
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co-operate in providing cuts, and 
there are services which make it 
possible to employ timely illustra- 
tions aud at an expense so small 
that the most infrequent advertiser 
can well afford it. 

Mention has been made of posi- 
tion. We simply repeat that a 
sporting goods advertisement will 
get a better audience on a sport 
page than it will on the society 
page. If you will get your adver- 
tisements ready early you will find 
your newspaper publisher glad to 
secure good position for you. The 
matter of position as to top or bot- 
tom of the page is rather minor. If 
you can get a top position next to 
the reading matter it is desirable. 
But do not worry about it. Get it 
once in a while if the other fellow 
does but do not rely on it to make 
or break your advertising effort. It 
won’t do it. 

Questions neat 


of balance, ar- 
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rangement, ete., are important and 
will develop with practice. Experi- 
ence will show you what good ad- 
vertising is and observation of the 
other man’s efforts will be bene- 
ficial. But as essentials to having 
your advertisement seen you need 
most of all to be concerned with: 
Size, white space, individual border 
and signature and_ illustrations. 
Aim for these qualities. It pays. 
The B. & W. Hardware Co., Winter 
Haven, Fla., has been incorporated with 
a capital of $25,000 by L. E. Ball, J. B. 
Ball and E. B. Walhall, to manufacture 
hardware and other metal specialties. 


The Cornwall & Patterson Co., State 
and Fairfield Avenues, Bridgeport, 
Conn., manufacturer of hardware prod- 
ucts and metal goods, has awarded con- 
tract to the S. W. Hubbell Building Co., 
589 Knowlton Street, for a one-story 
addition, 85 x 100 ft., to cost about 
$60,000. 
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Do You Read Uur Newspaper Advertisements ? 


This is the type of Advertisement carried by us in the Bridgeport papers—Page 2 in the Bridgeport 
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Selling College Athletes 


a college town has built up 
an unusual business and 
gained the reputation with the stu- 
dent body as one of the most in- 
dispensable and best-known busi- 
ness establishments in the town, is 
something that we believe has not 
been told before, and which, fur- 
thermore, presents many valuable 
and suggestive ideas for hardware 
dealers situated wherever there is 
a school or wherever athletics is a 
part of the religion of youth. 
Treman, King & Co., Ithaca, 
N. Y., is the headquarters for the 
athletic students of Cornell Univer- 
sity. This hardware firm has made 
a special study of the sporting 
goods requirements of college stu- 
dents, and they have built up an ex- 
ceptional business as the result of 
this study. 


| JOW a large hardware firm in 


Displays that Draw 


On their display floor the goods 


ITHACA HARDWARE 
STORE HEADQUARTERS 
FOR COLLEGE STUDENTS 


are kept up as much as possible in 
sight, grouped generally in sections 
assigned to the particular sports of 
the season. For instance, during 
the spring a tennis net is stretched 
across the floor on tennis posts and 
grouped about it are tennis tapes, 
markers, water ballast rollers and 
other tennis suggestions. In an- 
other section of this department is 
kept a canoe, during the spring 
months, with cushions, camp kit, 
etc., and near it a tent set up on 
the floor with cot and cooking gear. 
In short, they try to have their floor 
displays “look natural,” rather than 
the more formal displays of a strict- 
ly hardware department. 

A special feature of athletic 
goods window trim is always made 


big football and_ baseball 
games are in town, including in 
these displays photographs of 
coaches, prominent athletes and of 
exciting moments in contests of the 
past. 

They are also particular to es- 
tablish close relations with the ath- 
letic management of the university 
and high school and to get an inti- 
mate understanding of the require- 
ments of the various coaches. 
Through these personal relations, 
they are able to find out exactly 
what equipment is needed and 
often, by their suggestions, to ren- 
der really helpful service to the offi- 
cials. These personal relations, 
moreover, enable them to. keep 
abreast of the latest developments 
in athletic equipment, and of the 
changing ideas of the student. This 
year, for example, they have worked 
closely with the resident football 
coach in developing a new and dis- 
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tinctive pair of football pants and 
a football helmet which they claim 
to be the very latest ideas in these 
articles. The same thing is true of 
equipment for basketball, track, etc. 
As soon as they have worked out 
these ideas in their retail depart- 
ment, they put them in their whole- 
sale catalog and find a ready sale 
for these ideas to the colleges and 
high schools of the territory in 
which they sell. 
What the College Boy Likes 


A college student likes to be a 
“mixer’—likes to be called by his 
first name and likes to be able to 
call salesmen by their first names. 
For this reason, Treman, King & 
Co. salesmen are all young men, 
either athletes themselves or so 
deeply interested in athletics that 
they can talk intelligently and en- 
thusiastically on any sport. This, 
after all, is the greatest asset of 
any store catering to the students 
in a university community. It is 
the personal element—the ability to 
mix with customers and meet them 
on their own ground that draws the 
students to the store. In addition 
to this personal appeal, they en- 
courage the students to make their 
athletic goods department their 
headquarters where they can “loaf,” 
or talk baseball or football and get 
the latest “dope” on these sports 
and, in short, make this department 
their headquarters. During the 
winter months they have a room in 
which there is a golf net where 
enthusiasts of this sport can prac- 
tise during the winter months. 

Clever Advertising Stunts 

Their publicity work is aimed 
generally at keeping the firm’s name 
before the public, rather than at 
the sale of specific goods. To this 
end they have designed for free dis- 
tribution both general athletic 
schedules and programs for special 
events. They have offered prizes 


HOME PRODUCTS CORP. CHANGE 


Discontinue Mail Order Business 


: ies Home Products Corporation, 
Jackson, Mich., manufacturers of 
the “White Frost Refrigerators,” have 
changed their sales policy and announce 
that they “have positively discontinued 
the mail order business, and that from 
Now on they “will sell through deal- 
ers exclusively.” 

In making this announcement, C. A. 
Carey, president of the corporation, 
said: “The Home Products Corporation 
was organized just a little over a year 
ago for the purpose of taking over the 
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UNIVERSITY 
ATHLETIC ASSOCIATION 


Treman, King & Company 


1 complimentary program 
athletic 


opportu 


f some school 


oO 
event furnishe 
nity for direct advertising 


fo the student body 








for athletic games, have pushed and 
encouraged interfraternity, inter- 
college and intramural sports and 
activities, such as, for example, the 
Interfraternity Baseball League, to 
the winners of which they give an 
annual silver trophy. Details of 
how this kind of organizing comes 
back in profits is shown in an ad- 
vertisement accompanying this ar- 
ticle. 

They have thought it sound policy 
to advertise quite extensively in col- 
lege publications, even though this 
outlay does not come back in profits 
directly traceable, solely for the 


manufacture and sale of the ‘White 
Frost Refrigerators.’ 

“None of the stockholders or officers 
of this concern were connected with 
the old White Frost Co., and in making 
the deal we realized it would take us 
some considerable length of time to get 
the plant and equipment on a produc- 
tion basis. We have always planned on 
disposing of the product through deal- 
ers as soon as we could get on a basis 
that would enable us to give the deal- 
ers service. We have now accomplished 


reason of satisfying the student 
body. By this they mean that the 
students are pretty apt to support 
those firms who support their ac- 
tivities. Some of their publication 
advertising has been aimed primar- 
ily at increasing demand for goods 
by trying to increase the number of 
participants in distinct sports, 
though it would be rather difficult 
to say exactly how successfully this 
has worked out. 

To sum up, the best way, they be- 
lieve, to get college or school busi- 
ness is to become a part of student 

(Continued on page 108) 
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this and have positively discontinued 
the mail order business, and it is our 
plan from this time on to work through 
dealers exclusively.” 

The Carborundum Co., Niagara Falls, 
N. Y., manufacturer of grinding wheels, 
abrasive materials, etc., has awarded 
contract to the Turner Construction Co., 
Sidway Building, Buffalo, for a three- 
story addition, 50 x 50 ft. It will be 
used as an extension to building No. 
39 and is estimated to cost $50,000. 
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Comment 





POSSIBILITIES AND REALITIES 

T would require the Seventh Sister of a Seventh 

| Son to accurately forecast the future of retail 

merchandising during the next few years. 
3usiness prophets are as plentiful as_ political 
prophets, and about as reliable. It is the open sea- 
son for guesses. 

With rapidly changing conditions, a lack of pre- 
cedents and an endless variety of new business 
problems, even 1921 seems farther away than the 
ordinary calendar would seem to indicate. 

There is one element upon which all the prophets 
seem to agree. The buying power of the American 
consumer is not impaired. Crops are of a caliber 
and price to guarantee full farm coffers. Labor is 
well employed and well paid. Production is increas- 
ing and there is a tendency toward a better attitude 
on the part of those who work. 

Limiting conclusions to the hardware field these 
facts stand out prominently. There has been little, 
if any, profiteering in hardware lines. There are 
many actual shortages of staple items. Manufac- 
turing costs are not declining. Hardware price re- 
ductions are conspicuous by their absence. 

Furthermore, hardware in general is absolutely 
necessary to the upbuilding of the community. It 
is out of the luxury class. The farmer, the laborer, 
the builder, the home owner are dependent upon 
hardware to an extent hardly realized by those who 
have not analyzed conditions. It is, therefore, rea- 
sonable to suppose that the buying of hardware in 
good volume must continue for a long time to come. 
The hardware business is fundamentally sound. 

In regard to the general business future one 
man’s guess is as good as another’s. The future of 
the individual retailer, however, is a different mat- 
ter. It depends infinitely more upon the attention 
he pays to the inner workings of his own business 
than upon all the other elements which enter into 
his horoscope. Individual success or failure, in the 
final analysis, depends upon the individual. 

Viewed from this standpoint, it is high time to 
sidetrack possibilities and take an accurate inven- 
tory of the realities at hand. It is time for the in- 
dividual retailer to study carefully his business with 


reference to merchandise on hand, goods needed, 
sales possibilities, credits, collections and cash dis- 
counts. 

Credits have never received the attention de- 
served at the hands of the retailer. There is scarce- 
ly a retail hardware dealer in the United States 
who does not sell a certain amount of merchandise 
on time. Credit is granted many times without 
taking into account the fact that reliability is a 
sliding scale. Some men are good for any amount— 
others are limited to five dollars and thirty days. 
Sometimes the banker is the credit gauge. More 
often the retailer attempts to be both merchant and 
banker. 

If you must be the banker of your community 
then by all means adopt banking standards. 

Limit every account to a certain amount. Havea 
definite date for settlement. Thoroughly investi- 
gate every applicant for credit. Require refer- 
ences, preferably written references. Authorize 
one man only to open new accounts. Demand and 
collect interest on overdue accounts. 

Collections should likewise be put upon a banking 
basis. Prompt collections furnish the key to in- 
creased profits through utilization of the cash dis- 
count, and failure to take advantage of the cash dis- 
count is a business crime. The penalties range 
from fines of varying size to actual failure. The 


‘velvet of retail merchandising is in the cash dis- 


count. 

It is an acknowledged fact that the cash discount 
has more influence on price than any other single 
factor. The cash discounter is the one who gets 
rock-bottom prices. Short prices never seek the 
merchant who courts long credits. 

The era of greatest prosperity will come only 
when the hardware merchants of this country 
transfer their accounts from the books of the whole- 
salers to the books of the banks. 

The optimistically conservative merchant who 
studies general conditions, but puts faith, energy 
and sound judgment into his individual business, 
has little to fear in the future. 

Meanwhile let the prophets prophesy. 
their business. 


That’s 








Demand For More K.conomy and Lower Taxes 


Business Men Believe Excess Profits Tax Can Safely Be Re- 
pealed If Congress Will Vigorously Wield the Pruning Knife 


WASHINGTON, Sept. 20, 1920. 

Business men in all sections appear 
to be preparing to make a drive on 
Congress when it reconvenes to provide 
for the speedy repeal of the excess 
profits tax. Nearly every senator or 
representative who has passed through 
Washington in the last fortnight has 
echoed this view of his constituents and 
the demand for the long overdue re- 
peal of this obnoxious impost is not 
only unanimous but stentorian. 

There’s no politics in this appeal 
to Congress. It comes from_ busi- 
ness men everywhere, who put their ap- 
peal on solid business grounds, and who 
have not stopped to think whether their 
representatives in Congress are Re- 
publicans or Democrats. 

In Congress, too, the excess profits 
tax is about as popular as a pretzel 
in Paris, and the leaders of both parties 
have vied with each other in the inter- 
est they have shown in devising some 
method of striking it off the statute 
books without sacrificing too much 
revenue, 

The Congressional problem has been 
to find some other form of tax that 
would produce enough revenue to justify 
the repeal of the excess tax levy. The 
leaders have believed some substitute 
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form of taxation to be absolutely neces- 
sary, but they are being somewhat 
shaken in their resolution by the sig- 
nificant demand business men are now 
making that the excess profits tax shall 
be immediately repealed and that econ- 
omy, enforced at the point of a relent- 
less pruning knife, shall close the gap 
in the revenue, thus making a substi 
tute unnecessary. 

The Argument for Repeal 

The argument for the repeal of the 
excess profits tax can be put in a dozen 
words. It is an emergency war meas 
ure which, nearly two years after the 
signing of the armistice no longer rests 
upon those it was intended to tax, but 
heavily burdens the small, conserva 
tively capitalized corporations which 
have never made a dollar out of the war 
and which could have evaded the tax 
with ease if they had been farsighted 
enough to have watered their stocks 
prior to 1914. 

After having glanced over the files 
of several of the leading Congressional 
committees, I am convinced that 90 per 
cent of the national trade organiza 
tions of the country have adopted reso- 
lutions since Jan. 1, last, urging the 
speedy repeal of the excess profits tax. 
The files of the Ways and Means and 
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Finance Committees fairly bulge with 
resolutions and memorials, many of 
which are supported by straight-from 
the-shoulder letters which show that 
the taken was neither perfunc 
tory nor in accordance with any worked 
up, stereotyped movement. 

Let 
written 


busines 


action 


me quote you one of these letters 
yy a hard-headed Pennsylvania 
man who happens to be the 


president of a national associatior 


composed of importers, packers and dis 
and ] 


foreign 


says: 


tributors of domestic leat 


topacco. He 
A Plain Man’s 
it unnecessary to remind 


» excess profits tax was en- 


Susiness View 


meet con 
ceased to exist many 
regard it as my duty, 
however, to emphasize hardships 
the tax im 
upon business men and consumer 
the country, and the pecu 
burdens which it place 
conservatively conducted 
equity 


rather 


a war measure to 
which 


ago I 


ditions 
months 
the 


which continuance of this 


poses 
throughout 
liarly onerous 
upon the most 
business enterprises 
should be favored by 
than discriminated 
“The excess profits tax was designed 
measure, 
intended to divert 


which in 
taxation 


against. 


by Congress not as a revenue 


but as an equalizer, 
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to the Treasury the profits of certain 
classes of large manufacturers and 
producers of goods upon which the Gov- 
ernment, during the war, fixed prices. 
For the purpose of securing maximum 
production of certain commodities neces- 
sary to the conduct of the war and the 
support of the people, these prices were 
fixed at levels so high that the smallest 
and highest cost producers would be 
able to continue operations. The logi- 
cal result was the making of an ab- 
normal profit by large economically 
managed, low-cost concerns, and to 
equalize all these producers, the excess 
protfis taxes were devised. 


Necessity for Tax Has Passed 

“But the Government no longer fixes 
prices; hence there is now no reason for 
the existence of the excess profits tax, 
which should be immediately repealed. 

“Not only is there no further justifi- 
cation for the imposition of the excess 
profits tax, but because of the serious 
injury it is causing legitimate concerns 
and the burden it is placing upon con- 
sumers, there are very special reasons 
why it should be eliminated at the 
earliest possible moment. There is 
probably no trade in which capitaliza- 
tion is so conservative as in that en- 
gaged in the packing, distribution and 
manufacture of cigar leaf tobacco. The 
excess profits tax operates as a bonus 
for inflated capitalization and as a 
penalty on conservative capitalization, 
hence it strikes a heavy blow to the in- 


dustry in which the members of this 


association are engaged. This is equally 
true of other industries operated un con- 
servative lines, while premiums are 
offered for the watering of stock and 
for every ingenious form of tax evasion. 

“From the standpoint of the con- 
sumer the excess profits tax is the 
most burdensome and vicious factor of 
the entire system of taxation be- 
queathed to us by the war. It has been 
in force long enough for producers and 
merchants to be able to estimate its 
amount with reasonable accuracy, and 
as a result the tax is passed on and 
multiplied until the consumer pays four 
or five times the amount actually turned 
into the Treasury. 

“On the basis of the estimated pro- 
ductivity of this tax for the current 
calendar year, the burden placed upon 
the consuming public for the twelve 
months of 1920 will probably exceed 
$5,000,000,000, of which not more than 
$1,000,000,000 will actually find its way 
to the public Treasury. Any form of 
taxation that will bring about such a 
result may justly be characterized as 
intolerable, and should certainly not be 
continued for another day.” 


Many Industries Affected 


You may substitute.almost any other 
industry for that engaged in handling 
leaf tobacco, and this Pennsylvania 
business man’s letter will fit the case 
equally well. Corporations in the hard- 
ware trade, nearly all of which are very 
conservatively capitalized, are excellent 
illustrations of the type of businesses 
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which have been victimized by a tax 
originally intended to divert to the 
Treasury the billions of surplus earn- 
ings that resulted from the pampering 
of “war babies” by the demand for 
production, production, and yet more 
production, regardless of the price. 

As a matter of fact, the excess profits 
tax is going by the board in the near 
future, anyhow; that is to say, its pro- 
ductivity is rapidly declining and in a 
very few years it will produce only a 
small fraction of the amount obtained 
last year when no less than 1,700,000,- 
000 was collected from this source. The 
estimate for the current year is about 
$1,100,000,000, and this total is bound 
to shrink tremendously during the fiscal 
year beginning July 1 next. But what- 
ever is left will be a burden upon the 
small, moderately capitalized and care- 
fuly managed concerns which Congress 
never intended to levy upon, and which 
are already bearing their full share of 
every form of peace-time tax plus every 
reasonable war legacy. 

In the meantime the war babies have 
crawled from under. They are no 
longer the husky, over-fed infants they 
were in 1917, and most of them, either 
because of declines in profits or through 
shrewd reorganization, are earning 
little more than the exemptions allowed 
by the terms of the excess profits tax 
law. 

Competition Cutting Profits 


The Government having abandoned 
price-fixing, the acid test of competi- 
tion is being universally applied, and 
with costs still rising, even the most 
conservatively and economically man- 
aged of the leviathans of business are 
glad to be able to pay 7 per cent on 
their preferred and common stocks and 
cover a little something to surplus for 
a rainy day. 

Many men in Congress believe, how- 
ever, that if the excess profits tax is 
to be repealed sweeping national econ- 
omies will have to be enforced instead 
of enacting some substitute revenue- 
raising measure. This opinion is based 
upon the experience of last spring, 
when Congress sought to raise a billion 
dollars for the ill-advised soldiers’ 
bonus. 

The only tax-raising plan that prom- 
ised to produce any considerable 
amount of money was the so-called 
merchandise sales tax which was pre- 
sented in various forms, but all of 
which roused opposition from the At- 
lantic to the Pacific and from Canada 
to the Gulf. The Congressional leaders 
have a bad taste in their mouths to-day 
when they recall the protests that 
poured in upon them against this type 
of revenue legislation. 


The Retail Sales Tax 


One form of the proposed merchan- 
dise sales tax limited the impost to the 
final sale at retail to the consumer, 
the rate to be approximately 1 per cent. 
Such a tax was originally estimated to 
produce a round billion dollars, but the 
Treasury actuaries ultimately cut this 
estimate to about $400,000. 

The radical advocates of this method 
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of raising revenue proposed a turnover 
tax of one-half of 1 per cent, while 
some favored the full rate of 1 per cent. 
This tax would be paid on all sales, 
beginning with the rawest of raw ma- 
terials and running on down to the 
finest of finished products when sold to 
the ultimate consumer. 

To the complaint that the turnover 
tax might be paid half a dozen times 
on a single lot of merchandise during 
its progress from the mine or forest 
to the consumer, the advocates of this 
form of taxation made answer that it 
would produce a sum so large as to 
render unnecessary any other form of 
Federal taxation, it would permit the 
repeal of the discriminatory luxury 
taxes and the vexatious documentary 
stamp taxes and, finally, it would jus- 
tify the rescinding of both corporate 
and individual income taxes. 

Notwithstanding this optimistic view 
of the’ possibilities of the turnover tax 
the trend in Congress has been against 
it and this opinion has been so strongly 
entrenched that it has operated to pre- 
vent the serious consideration of the 
retail sales tax, even with a minimum 
rate of one-half of 1 per cent. 


Can’t Lose Sight of the Politics 


Although taxation is a business prob- 
lem of the first importance, it is im- 
possible for Congress to ignore its 
political possibilities. Our national 
legislators have learned as the result 
of some bitter personal experiences that 
the public is much less apt to resent 
indirect taxation which it cannot easily 
trace and does not always feel, than the 
direct form which proceeds from a 
much-discussed statute and is brought 
home to the taxpayers through the en- 
forced employment of records, returns 
and periodical cash payments. 

Politicians, therefore, feel that the 
sales tax would be politically inex- 
pedient, as it would emphasize a dozen 
times a day in the life of every citizen 
the activity of the tax-gatherer clipping 
off his little 1 per cent from every pay- 
ment, whether large or small. 

Probably no tax has ever proven more 
unpopular than that which exacts a 
relatively high percentage levy on 
products of the soda fountain and the 
hokey-pokey man. Enough petitions 
have reached Congress concerning: this 
tax to fill the Panama Canal. 

If it were possible to fix partisan re- 
sponsibility for this imposition there 
would be a lot of vacant seats in the 
next Congress. Fortunately for our 
friends on Capitol Hill, however, both 
Republicans and Democrats _patri- 
otically united in supporting the entire 
war program, so the blame rests on 
500 pairs of shoulders instead of on a 
mere majority. 


Where Responsibility Now Rests 


Now that the war is over, however, 
the problem of tax readjustment is a 
responsibility of the party controlling 
the majority of the Senate and House; 
hence you may expect some very plain 
talk about the so-called luxury taxes, 
sales and excess profits levy when Con- 
gress meets in December. 
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As a matter of fact the luxury sched- 
ule is a huge joke. With the prevailing 
scale of retail prices there is a war tax 
on almost everything you buy, for the 
tax begins at a price level that will 
barely cover the most inferior mer- 
chandise. 

But now we come to the crux of the 
matter. Can Congress devise meas- 
ures of economy that will justify the 
repeal of the excess profits tax without 
the enactment of any substitute reve- 
nue-producing measure? 

The answer of the business men of 
the country comes roaring from every 
point of the compass: “Yes!” That is, 
of course, if Congress has courage. 


Some Interesting Figures 


Here are a few figures compiled by a 
Treasury expert of many years’ experi- 
ence that undoubtedly show possibili- 
ties, the most uncertain feature being 
Congressional courage. 

The total cost of running the Federal 
Government for the fiscal year 1920 
was $6,766,444,460. The total revenue 
from taxes, customs, sales or surplus 
war supplies, etc., for the fiscal year 
was $6,694,565,388, leaving a deficit of 
$71,879,072, or a little more than 1 
per cent of the total revenue. 

Before the war the largest amount 
spent in a single year was approxi- 
mately a billion dollars. Allowing for 
the facts that we are now spending 
50 cent dollars, that the country has 
grown, and that the reorganization of 
the army and the expansion of the navy 
will cost a pretty penny, we must face 
an expenditure of $2,700,000,000 where 
we formerly spent a billion. Thus, if 
we provide a reasonable sum for a 
sinking fund for our gigantic war debt, 
we will need a budget for the next fiscal 
year of approximately $4,000,000,000. 

Deducting the excess profits tax and 
the receipts from sales of surplus war 
supplies and all other items not to be 
counted on as permanent revenue pro- 
ducers, we still have left a national in- 
come of more than $4,500,000,000. 

Of course, Congress can nullify these 
figures if it goes to work with the 
pruning knife with faint heart and in- 
firm hand. But it can put it over if it 
means business. 


Washington Is Indifferent 


Nobody in Washington doubts the 
power of Congress to save money if it 
really wants to do so.. The majority of 
Washington people, however, hope it 
will not have the courage to make a 
Serious attempt. 

Hotels, boarding houses, shops, street 
car companies, taxicab owners—in 
short, everybody with anything to sell 
hopes that Uncle Sam will keep on 
wasting the people’s money like the 
drunken sailor he has been imitating 
since April, 1916. 

These Washington people declare they 
are willing to pay war taxes as long 
as the good times keep up, for they 
have been getting more than their share 
for these many moons. 

The average burglar would probably 
be willing to pay the income tax on his 
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ill-gotten gains if the bankers would 
all agree to leave their safes wide open 
over every week end. 

The situation in Washington is 
nothing short of scandalous, and the 
responsibility rests not only upon the 
Democratic executive departments, but 
also upon the Republican Congress. 


War Workers Still On the Job 


At the peak of the war tension, 
which was just before the signing of 
the armistice, it was estimated that 
no less than 110,000 extra war workers 
were employed in Washington. This 
was two years ago, and yet a most con- 
servative estimate made within the 
past month shows that 85,000 of these 
employees are still on the payrolls. 

If you want to know what they. are 
doing take a stroll through any of the 
departments. 

In the State Department the knitted 
sweater is a bulky and costly by-product 
of diplomacy. 

In the War and Navy Departments 
the pen may now be mightier than the 
sword, but the crochet needle has got 
it on both of them. 

Down in the Department of Agricul- 
ture the swords have been beaten into 
plowshares, perhaps, but most of the 
beaters find plenty of time to read the 
daily newspapers in office hours, and 
there is a good field for the canvass- 
ers of the correspondence schools. 

The necessity for finding diversion 
for the clerks of the Department of 
Justice has become so acute that the- 
atricals have been arranged, and while 
the shows themselves are given after 
office hours, the planning thereof has 
come to occupy a generous share of the 
time of clerks during the hours that 
would without doubt be devoted to the 
dispensing of justice were the public 
business more pressing. 


General Overhauling Needed 


There can be no doubt of the crying 
need of a general overhauling of the 
executive departments in order that 
they may be put back as speedily as 
possible on a pre-war basis, and in this 
work Congress must take the initiative 
with unflagging courage. Only by co- 
operation between the executive and 
legislative branches of the Government 
can this important task be accom- 
plished. 

Stick a pin right here. Nothing can 
be done in the way of reforming the 
Civil Service and getting rid of war 
workers unless the senators and con- 
gressmen are willing to sacrifice some 
goodly chunks of patronage. 

Things worked in a vicious circle last 
winter when a few departmental chiefs 
sought to cut down their forces. 
Clerks, alarmed by the reports of whole- 
sale dismissals, climbed Capitol Hill and 
besought their senators and congress- 
men to intercede for their retention. 
In many cases the legislators yielded 
to importunity and made emphatic de- 
mands that their constituents be re- 
tained on the rolls. 

It takes a pretty courageous chief of 
a division to buck a score or two of 
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senators and representatives who have 
it in their power to legislate him out 
of office if they are unable to get rid 
of him by a shorter route. The result 
was what might be expected under the 
circumstances. 

The Bureau division chiefs recom- 
mended the retention of practically all 
their employees and the senators and 
congressmen, whose constituents were 
thus to be retained, voted to appropri- 
ate the money necessary to pay their 
salaries. 

Only One Way 


The only way to beat this game is to 
BEAT it. Let Congress take up the 
pruning knife and wield it with a grip 
of steel. The executive department 
chiefs will come across with reduced 
estimates fast enough if they believe 
that Congress really means business. 

Sut, Mr. Hardware Retailer, you can 
do your bit, for Senators and Repre- 
sentatives are coming up for re-elec- 
tion in less than sixty days, so they 
are holding a very sensitive finger on 
the public pulse just now. If you know 
them personally and they live within 
reasonable distance, drop in on them 
one of these fine evenings and tell them 
why you want them to favor national 
economy and lower taxes. Ifthey are 
too far away, write to them in plain, 
vigorous English. 

Believe me, boys, they’ll listen to 
you! 


The N. A. Petry Co., Inc., Philadel- 
phia, Pa., has moved into its new offices 
and factory located at 328-334 North 
Randolph Street. 


The Hardware Special, bringing del- 
egates from the Chicago Manufactur- 
ers Association to the convention at At- 
lantic City, will run via New York 
Central lines to Albany, leaving Chi- 
cago on Sunday, Oct. 17, 1920, at 10.30 
a.m. The delegates will take the boat 
on the next day to New York, and a 
special train to Atlantic City from Jer- 
sey City at 7.30 p. m., Oct. 18, 1920. 


Cavanagh Bros. & Co., 91 Warren 
Street, New York, has purchased from 
the Hollander Mfg: Co., Cleveland, 
Ohio, the sole rights to manufacture 
the Acme scriber. 


The American Piston Co., Bowling 
Green, Ohio, recently incorporated with 
a capital stock of $100,000, has been 
formed as a holding company to license 
the manufacture of a new type of pis- 
ton for automobile motors. H. H. El- 
wood is president and treasurer; C. C. 
Freeman, vice-president and_ general 
manager, and Ear! D. Bloom, secretary. 


The Allen Tire & Rubber Co., 510 
Hamilton Street, Allentown, Pa., is 
planning for the installation of machin- 
ery at its new works on Bachman Ter- 
race. The first unit is nearing comple- 
tion, and construction has begun on a 
power plant. 





Hints on Holding a Dollar Day Sale—A_ Business-getting Page on Vul- 
canizers and Tire Repair Outfits—An Ad on Fall Car Overhauling 


A Dollar Day Sale 
No. 1 (4 cols. x 10 in.) 


A number of dealers have asked us 
for a few hints on staging a dollar day 
sale, so here we are with a very capable 
dollar sale ad recently used by the Ed- 
wards & Chamberlain Hardware Co. of 
Kalamazoo, Mich. And our suggestions 


herewith will show you just how to go 
about it. 

To begin with, dollar days are more 
popular than ever, chiefly because folks 
are getting the idea that a dollar can’t 
do much these days, and so when they 
see a dollar sale, they believe the good 
old dollar has revived temporarily and 
regained a bit of its old-time pep. 








Another of these splendid saving days for you! This time 


Combinations 


we're featuring in addition to single items for $1.00, special 
combinations of articles to sell for that sum also. Thus, this 
event becomes much more helpful to you, offering greater op- 
portunities for choosing and saving. Get all possible needs 
for months to come while such values as these are offered to 
you 


Combinations 








CUTLERY DEPARTMENT 
1—6 inch Butcher Knife 
1--Bre Knife 
1 Famt 
1—Paring Knit 

$140 Valuc for $1 00 








TOOL DEPARTMENT 
cial Hand Saw 
1 Specist Block Plane 
$136 Votue for $100 
$1.00 off on Too! Chests 


EXTRA SPECIAL 
ALUMINUM ROASTER 


This special was shipped to us by express last week and 
m case of its non arrival we will take your order and deliver 
when received 

Square Aluminum Roaster 11%4x114—5¥% in 


A good value at $2.00; Dollar Day, $1.00. 


deep. 


CUTLERY DEPARTMENT 
1 Penn Safety Razor 
aving Beush 


« Soap 

$1.38 Value for $1.00 
$1.00 off on Cateroler 
J 

















Hulider’ Hardware Dept 


ym? t and hasp 
$138 Vafue for $100 
$1.00 off on $1900 bili « 
Hardware 








PAINT DEPARTMENT 
1 Pint Auto Paint 
Brus 
' 











Washing Machines 
Platform Scales 
Dangler Onl Stove 
Vacuum Cleaner 
Best Gas Ranze 
All Oil Heate 
Garland Stoves 


Department. 
Cup Grease 
ubricators 
for $100 
Site 








Hiestrical: Department 
Viet Wash Ughts 
$1.25 Valuc for $1.00 
$100 off on leading Lampe 














Steel Goods Department 
Monarch Lantern 
1 Gal Kerosene 

$1.25 Value for $1.00 
1530 Garden Rake $1.00 

















Brooms and 
lops 


Extra Quality Brooms 
c each 


2 for $1.00 
Of Mop. a gool 73c value 
$0c Bottle Polish 


Dollar Day-—$1 00 





No telephone orders. 

Only one special of a kind 
to cach customer, 

No goods laid away $100 

No ©. O. D. orders 

Dollar Day items for cush only 

We shall reserve a part of our 
stocks fet afternoon sales 


Guernsey and 
Enamelware 


Our entire stock of Guernsey 


Ware, many $1.60 values at 


Our entire stock of Mue and 


White Enamected ware 





$1.25 Valucs for $1.00 

















fue FOWARDS & (HAMBERLIN 


OD wanvware Company, @ 

















This is a very popular form of sale 
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Our observance of dollar sales leads 
us to the following conclusions: Many 
merchants run dollar sales in the mid- 
dle of the week to stimulate business. 
Others prefer the end of the week, but 
we believe the middle of the week is 
better, for buying increases of its own 
accord at the close of the week. 

Another point. If a dollar sale is 
held during the middle of the week, 
play up household items. If it is held 
at the end of the week, play up to the 
men as well as to the housewives. 

Don’t try to confine a dollar day to 
one department. Those who have tried 
it report poor results and the reasons 
are: First, you can’t get a _ large 
enough assortment out of one depart- 
ment, and, second, your sales appeal 
narrows down too much. Ring in as 
many departments as you please. You 
can’t go wrong in this regard. 

An important point: use special cuts. 
Don’t try to do without dollar day head- 
ings and sub-head cuts. Refer to the 
reproduced ad to see exactly what we 
mean. 

Make your copy brief. Use an open- 
ing talk. The copy and lead talk in the 
Edwards & Chamberlain ad is very well 
worked out. 

Play up one extra special. See the 
ad which features an aluminum roaster 
at $1, which is wonderful value. Go to 
this part of the plan, even though you 
sell at cost. There’s nothing like an 
extra special to give a bargain flavor 
to the whole ad. 

That’s about all you need to do about 
a dollar sale, except that some mert- 
chants like to cash in on the customer 
who visits the store without previous 
knowledge of the dollar sale. These cus- 
tomers are taken care of by window 
displays and inside store cards and 
markers. 


After Fall Tire Repair Trade 
No. 2 (8 in. x 11 in.) 


> al. 
Ever since Goodyear spilled some sv! 
phur and discovered vulcanization, men 
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have been at work devising newer and 
better ways to work rubber, and to-day 
the little private vulcanizing plant that 
may almost be carried in one’s pocket 
is the last word in making rubber last 
longer. 

Fall is here and the touring season 
for the majority has drawn to a close. 
Inspection of the havoc wrought by 
summer touring is going to create a 
new demand for vulcanizing outfits and 
tire repair outfits. Motorists will over- 
haul their “spares,” both tubes and 
casings, and change the tires around 
on the car. 

Therefore, now is a good time to 
boost vulcanizing outfits and patches, 
tire putty and cement, single or in com- 
bined packages. 

If you would glimpse an extra fine 
ad on the subject, let your eye run 
over this attractive page taken from 
the current issue of the American 
Eagle, the store paper published by the 
American Hardware Stores, Bridge- 
port, Conn. 

Here are different outfits, each one 
well pictured by a carefully drawn cut 
and fully described by the accompany- 
ing text matter. Prices complete the 
appeal and enable the reader to better 
select just what outfit will most satis- 
factorily meet his particular require- 
ments. 

Note the featuring of the large size 
vuleanizer for private garages and re- 
pair shops. 

We suggest you plan a drive on vul- 
eanizing outfits and tire repair items, 
and we are confident that the business 
increase on these articles will amply 
repay you for your advertising effort. 


Going Over the Old Boat 


No. 3 (2 cols. x 4 in.) 


Here’s a timely ad. With the first 
snowfall, the car owner generally plans 
his winter overhauling jobs—jobs that 
partly dismantle the car and put it out 
of commission for weeks. 

It is none too early to sell the car 
owner supplies for this extended repair 
work, and the dealer who runs such 
ads as the Foster, Farrar (Northamp- 
ton, Mass.) announcement is the dealer 
who will get first call on such profit- 
able items as paint, varnish, piston 
rings, brake lining, ete. 

Star a few ads like this going, and 





About Time 


to go over your car for next season? 


Be sure your BRAKE LINING is all right. We sell RAY- 
BESBOS, the best there 1s in Brake Lining 


AMERICAN HAND HAMMERED Piston Rings are now 
Mandard equipment on many cars. Why not put them on yours? 


MURPHY'S DA COTE VARNISH will give an elegant wear- 
able finish to your car. 


We have lots of other items you ared in overhauling your 


FOSTER-FARRAR -CO. 


168 Male Kiron 
Drape: 
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THE SELF-VULCANIZING ADA 
FABRIC PATCH 


o 
remaued 


: } for quick repair 
A quick and | tubes 
for inner tube punctures, : é | , 


permanent 


excellent repair for cuts, and bruis- 


s on casing 


nient and reliable 


Any shape of puncture or eut up 
to 20 inches in length can be mend 
ed. Anyone can apply, no trouble 
or bother, 


Anyone can us¢ 
ready for use 
Outfit consists 
Saves all tire worry—no delays | 12 special patche 
no further trouble 
Large size package with tube of 
cement .. $1.50 
Medium size package with tube of 
cement . $1.00 
Small size package with tube of 
cement akeenraa , 50 





THE MAGIC VULCANIZER 


A Vuleanizing 
tubes only. No 
quired 
minutes 
materials with d 


Weight 


Inelne 


Quick, handy, convenient 4 poun 


This small outfit is simple in con 
struction and eaay to use 

Makes a very fine set for vulean 
izing tubes. 


-» $1.00 


Especially 


inner tubes 





For filling Casing Cracks and | 
Ruptures of the Tread 


Small Cana . 


ready for use 


35 


ing tubes only .. 


Making a strong bid 
later on list each item separately and 
devote a little talk to it. Such adver- 
tising will pay you big. 

In fact, it might be well to get out 
a circular in connection with these ads, 
stating just what repair jobs are gen- 
erally necessary, featuring the needed 
supplies, quoting price and giving the 
car owner a good working idea of the 
kind and cost of material necessary to 
put the car in first-class running shape. 


Good Reminder Ad 


No. 4 (2 cols. x 6 in.) 


The Pyrex ad of the Buchanan 
Hardware Co., Richfield Springs, N. Y., 
emphasizes one of the big points of 
glass cooking ware—cooking and serv- 
ing from the same dish. Every house- 
wife knows this dish-washing, 
insures tastier dishes and keeps the 
dish in better condition than were it 
transferred to another receptacle. 

This ad is a good reminder appeal. 
The cut is clear, copy quickly read, 
store name address prominent. It pos 


saves 


5-MINUTE VULCANIZER 


ses gasoline at 


A perfect repair 


Vuleanizes a 


adapted for reé 


A complete outfit with repair gum 
Designed for repair 


NIZERS 


MSON ADAMSON REPAIR GUM 
Por use with Adamson Vulcanzers 


| 
| 


n repairing both tubes and casings 
Compounded to give perfect re 

sults and can be used without ce 

| ment 

Can be used with any Vuleanize: 
Put up in handy packages 

Repair Kit Rolls 

4 Ib. rolls 

Ib. rolls 


25e¢ each 
. 50c each 
$1.00 each 


1 


t anc eESEREREEREEED 
Model “U"* 

For Tubes and Casings. Tire cuts 
ruin easings. They admit moisturs 
to the carcass and cause the fabric 
to rot and weaken. grow larger, end 
in blow-outs You can vuleaniz: 
your casings and tubes anywhere in 
15 minutes at a cost of a few cents 

Absolutely automatic Place the 
patch, attach the vuleanizer, put in 
gasoline and light it. No further at 
tention is required. A practical vul 
eanizing outfit complete with repair 


gum for ready uae. 
Weight, 4 Ibs . $2.00 each 


of Vule 


Ss . 


for 
or acid re- 
tube in 15 | 


necessary | 


outfit 
cement 


inner 





les all 
irections | 


$1.50 each 


ds 


Model ‘'S’’ for Private Garag: 
and Repair Shops 
Designed especially for repairing 
inner tubes 
Vuleanizes cuts in tubea up to 12 
inches in length—produces perfect 
work in 15 or 20 minutes 
Very and = efficient 
| entirely perfectly safe 
pairing can operate it Practical 
| for any garage 
Outfit complete as illustrated, in 
cludes cups of various sizea and \, 
pound of repair gum 
Weight, 30 Ibs 





convenient 
automatic 
Anyone 


$1.25 each $12.00 each 


tire trade 


for 


repau 


sesses every qualification of the well- 
planned reminder ad. 
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PYREX and 
GUERNSEY Ware 


) FCONOMICAL 





DURABLE ANI 
BOTH IN TS AND SEPARATE PIECES 


You Bake in and Serve From Same Dish 





PHONE 63 
“AT YOUR SERVICE” 


Beste nan fardwaree 
Ce ee 
RuIGCHria.o SPRINGE.NY 


Reminding the housewife of glass cooking 
ware 
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Office of HARDWARE AGE, 
New York, Sept. 20, 1920. 
USINESS in the New York hard- 
B ware market during the past 
week was in all major respects 
satisfactory. There is, of course, 
marked evidence everywhere of conser- 
vatism in buying. It might be said 
that business does not manifest any- 
thing like the feverish activity that 
was more or less general even a short 
time ago. Conservative influence is 
to-day the dominant factor in the hard- 
ware market, and buying is no longer 
characterized, so to speak, by the ele- 
ments of speculation and fictitious de- 
mand that until a short time ago were, 
to a large extent, responsible for the 
abnormal tone that was, perhaps, the 


most prominent feature in the general 
market. ; 
Although business in a few jobbing 
circles is reported to be relatively dull 
retailers on the whole report that they 
are enjoying very good business, and 


conditions generally throughout this 
section are basically sound. Some 
jobbers report that they are receiving 
quite a number of inquiries as well as 
orders for spring merchandise. 

A number of important price changes 
occurred during the past week: Stillson 
wrenches are now being quoted 47!, 
per cent off. Kitchen wire goods, such 
as broilers, strainers, etc., have taken 
a general advance of 10 per cent. 

“Red Seal” and “Columbia” batteries 
have been advanced five cents. 

Galvanized mop wringers are now 
being offered by some jobbers at $30 
per doz. A number of advances have 
been made by various jobbers on nail, 
machinists’, riveting and tinners’ ham- 
mers. Stanley corner irons and braces 
advanced 25 per cent. 

Ash Sifters.—The demand for sifters 
continues normally active, and business 
in this line is considered by most job- 
bers as satisfactory. 


Galvanized ash sifters, 
12 x 12 in, $2.71 per 
sifters, loose, $42 per doz. 
per doz, 

Bolts and Nuts.—There continues to 
be a very strong demand for bolts and 
nuts of all kinds. The shortage is 
apparently as keenly felt as ever, and 
the general opinion seems to be that 
the shortage in bolts and nuts is likely 


f.o.b. New York, 
doz. Rotary ash 
Crated lots $46 


NEW YORK 


to last for some time to come. It would 
not be surprising if some further ad- 
vances were made some time in the 
near future. 

Common carriage bolts, all sizes, are 
being quoted, list plus 15 per cent to list. 
Machine bolts, all sizes, list plus 4 per 
cent. Stove bolts are being quoted 50, 10 
and 5 to 60 and 5 per cent. Common tire 
bolts, 49 per cent. Sink bolts, 50, 10 and 
5 to 65 per cent. Carriage makers’ clamps, 
new list less 25 per cent. Lag screws less 
10 per cent and 5 per cent. 

Hexagon machine screw nuts, iron, 25 
per cent; brass 4 to 8 in., 50 per cent; 10 
to 12 in., 33% and 5 per cent; 14 in., 33% 
per cent. Stove rods, 33% per cent. Lock 
washers, 40 per cent. 

Semi-finished hexagon nuts, 
smaller, 40 per cent; % and larger, 
cent. 

Christmas Tree Holders.—There is 
good substantial interest holding for 
these articles in a firm market. 

Christmas tree stands, cast 
panned, striped with gold bronze, 
doz. to $16.75 per doz, 

Curtain Poles and Rods.—There is a 
very active demand for poles and rods at 
the present time in the local market. 
The local jobbing supply seems to be 
fairly ample to meet present require- 
ments, although it is reported in some 
places that the supply on hand is defi- 
nitely limited. 

Prevailing quotations are: 1-in. mahog- 
any and oak poles, per ft.; 1%-in. 
mahogany and oak poles, 7%c. per ft. 
Wooden curtain poles, brass covered, 1- 
in., 17c. per ft. Samey 1%-in., 21%c. per 
rt. Single extension rods, velvet finish, 
$3.20 per doz. White finish, $4.30 per doz. 
Brass, $3.20 per doz. Double extension 
rods, velvet finish, $6 per doz. White, 
$8.70 per doz. Brass, $7.90 per doz. 

Galvanized Ware.—There has been 
relatively little change in the local 
market in galvanized ware for some 
time past. The demand for sheet is 
not at present very active, although 
deliveries are reported better. Pails 
and tubs are in fairly good demand and 


somewhat difficult to get in some places. 

Galvanized sheet is being quoted: No. 
28 gage, $11 to $12 base per 100 lb. Gal- 
vanized pails, 8-qt., $5; 10-qt., $5.75; 12-qt., 
$6.65; 16-qt., $8.90; heavy, 12-qt., $8.70; 
heavy, 16-qt., $12. Wash tubs, No. 1, 
$16.80; No. 2, $18.60; No. 3, $22.50; all per 
dozen. 

Game Traps.—Business in this sec- 
tion for game traps, jobbers say, is 
satisfactory. Traps are hard to get, 
according to some of the leading whole- 
salers, and, moreover, they claim to 
have had no difficulty disposing of 
what they had in stock. Some fac- 
tories are reported to be greatly behind 
on production, and are said to have 
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9/16 and 
40 per 


ja- 
per 


iron, 
$10 


5lec. 


refused any orders for shipment this 
season. Interest seems to be normally 
active. 

Jump traps (Blake & Lamb), with chains, 
No. 0, $2 per doz.; No. 1, $2.95 per doz 
No, 1%, $4.50 per doz.; No. 2, $7 per doz. 
No. 3, $9.47 per doz.; No. 4, $11.07 per doz 

Triumph traps, with chains, No. 10, $1.85 
per doz.; No. 11, $2.15 per doz.; No. 11% 
$3.30 per doz.; No, 12, $4.60 per doz.; No 
13, $7.84 per doz.; No. 14, $9.40 per doz. 

Victor traps, No. 0, $1.71 per doz.; with- 
out chains, $1.34. No. 1, $2.01 per doz; 
without chains, $1.52; No. 1%, $3.05 per 
doz.; without chains, $2.44, No. 3. with 
chains, $7.15 per doz. No. 4, with chains, 
$8.60 per doz. No. 1 Giant, with chains, 
$2.66 per doz. 

Oneida jump traps, No. 0, with chains 
$2.37 per doz.; without chains, $1.75. No 
1, $2.75 ar doz.; without chains, $2.12 

‘ per doz.; without chains, 
with chains, $7.12. No 

4, with chains, $5.25 per doz. 

Advances were made on ‘Hold ’Em’”’ rat 
traps, which are now being quoted: No. 1, 
$10 per doz.; No. 2, $11.70; No. 3, $13. 
Mouse, $6.60 per doz. 

Furnace Scoops.—The past week de- 
veloped renewed interest in scoops, 
and jobbers report many new orders. 
They are also busy filling back orders, 
Prices are steady. 


Hollow back furnace scoops, $10.53 per 
doz., less 5 per cent for bundle lots. Riv- 
eted back furnace scoops, $14.21 per doz., 
less 5 per cent for bundle lots. 

Ice Skates.—There is a good moder- 
ate demand for skates. Jobbers are 
apprehensive about a local shortage 
this season as it is reported that many 
of the factories are behind on deliveries 
to a very appreciable extent. As stated 
last week, it is a trifle early for real 
indications to be apparent, but future 
orders already received are regarded 
as satisfactory. 

Ice skates, runners of cast steel, polished, 
$1.04 per pair; ladies’ style, $1.31. Men's 
hockey skates, cast steel blades, 
plated, $1.40 per pair; ladies’, same, 
per pair. Hardened steel blades, ‘ 
plated, $1.88 per pair; girls’ same, $2.48 
Tempered steel blades, extra polished, full 
nickel plated, all sizes, $2.75 per pair. 

Linseed Oil.—There continues to be 
a noticeable dullness in the linseed oil 
market in this locality. The market 15 
quotable at one figure and negotiable at 
another. Most of the principal business 
seems to be conducted on a small lot 
basis and little interest in being manl- 
fested for futures. 

Spot quotations for Sept.-Oct. are $1.22 
per gal. for carlots; $1.25 per gal. for °- 
bbl. lots, and $1.28 per gal. for less than 
5-bbl. For Oct. to April deliveries the 
quotation is $1.17 for carlots, Boiled oi! 
is 2c. extra, double boiled oil is 3c, extra, 
and oil in half barrels is 5c. extra 


Nails.—As stated last week, the de- 
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mand for nails is at the present time 
somewhat slack. 

Current prices prevailing in this section 
vary considerably. For wire nails the prices 
range from $6.75 to $8.00 base per keg. For 
cut nails (which are almost off the local 
market entirely) prices range from $8.25 
to $9.75 base per keg. It should be further 
noted that only small lots are obtainable 
anywhere in this section. 

Wire brads and nails in 1-lb. papers are 
quoted by local jobbers at: Quarter-pound 
papers take a discount of 10 per cent. 
Galvanized nails, 25-lb. boxes, 4D, $8.65; 
6D, $8.55; 8D, $8.45; 10D, $8.40: 20D, $8.35. 
Galvanized roofing nails, 1 x 2, $10. Plain 
roofing nails, 1 x 12, $7.20. 

Rope.—The local rope business is at 
present in a very sound condition. 
Quite an active business is being done, 
and it is reported that deliveries have 
been greatly improved. Many of the 
large rope factories are still behind 
on production and have been experienc- 
ing difficulty in getting proper help. 

Jute none, No. 1, 21%4c. to 22%4c.; No. 2, 
20%c. to 21%c.; jute twine wrappings, best 
grade, 32c. to 37c.; India hemp twine, 6-in., 
26c. to 28c. Manila rope, best grade, 28c. 
to 28%c.; hardware grade, 25c. to 26\4c.; 
bolt rope, 33c. to 34%4c.; sisal rope, pure, 
%-in., 19¢c. to 22%c.; lath yarn, first grade, 
20c. to 21c. 

Stove Pipe.—There is an increasing 
amount of buying of stove pipe 
in the local market. Some dealers 
anxious to get pipe have sent special 
trucks to get their orders filled at once, 
as there has been for some time past 
a little apprehension, or more exactly 
the rumor of apprehension, about 
shortages. 

Stove pipe, 4-in., 
5-in., $425 per doz. 
doz. lengths. 

Stove Board.—Good interest holds 
for this item, with prices firm. 

Crystalized stove board, 18 x 24, $8.25 
per doz.; 24 x 36, $13.03 per doz.: 30 x 36, 
$17.03 per doz.; 32 x 42, $21 per doz.; em- 
bossed stove board, 18 x 18, $6.76 per doz.; 
24 x 24, $8.19 per doz.; 30 x 30, $11.89 per 
doz.; 35 x 35. $17.54 per doz. Dozen in case, 
5 per cent off for case lots. 

Lanterns.—The heavy demand con- 
tinues, but cannot be met as the sup- 
ply of lanterns is very low. Prices 
continue. 

Hy-Lo tin lanterns, 


3.75 per doz. lengths; 
lengths; 6-in., per 


re 
oo 


$9 per doz.; Victor 
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tin lanterns, $9.25 per doz.; Monarch tin 
lanterns, $10.25 per doz.; Junior Brass lan- 
terns, $18 per doz.; Blizzard tin lanterns, 
$14.25 per doz.; Buckeye Dash lanterns, 
$14.25 per doz.; Roadster wagon lanterns, 
$18.25 per doz.; Eureka driving lanterns, 
plain lens, $19 per doz.; watchman’‘s mill 
lanterns, enamel finish, $25 per doz.; Im- 
perial platform lanterns, $9.75 each. 

Rakes.—Advances were made during 
the past week on wooden hay and lawn 
rakes. New quotations are as follows: 

Wooden hay rakes, 2 wooden bows, $6.10 
doz. net.; 3 wooden bows, $7.90; 3 steel 
bows, $9; wooden lawn rakes, 3 wire bows, 
$9; steel bows, $10. Saw dust rakes, $4 
per doz. net. Hay knives are $18.70 per 
doz. 

Shovels.—The interest for shovels is 
increasing daily. Good business is 
being done in the local market for 
shovels of all kinds, especially for 
square poiht shovels. Prices are 
steady. 

Square and round point shovels, No, 2 
size, D and long handles, full polished, 
plain back, $15 per doz. Black shovel, same 
as above, $14 per doz. “Oliver Ames” 
brand, same description as above, $18.40 
per doz. ‘“‘Maynard” pattern, No. 2 size, 
solid socket shank, high carbon steel, full 
polished, $19 per doz. Prices on other sizes 
vary according to size. 

Snow Shovels.—Snow shovels are in 
very active demand. The interest being 
shown these articles at present is some- 
what unusual for so early in the season, 
but it is believed that the heavy storms 
of last winter depleted most of the 
retail stocks, and that dealers as a 
consequence are anxious to get snow 
shovels in good time before the first 
snow flies. 

Prevailing prices f.o.b. 
2 riveted steel snow shovels, 
blade, $9 per doz.; 2 riveted steel snow 
shovels, 15 x 11% in. blade, long square 
handle, $11.25 per doz Galvanized, 21 x 
16-in. blade, reinforced back, straight 
handle, $17 per doz. 

Snow pushers, 24 x 13 
doz.; snow pusher, 30 x 
per doz. 


Sidewalk Scrapers. — There has 
been a good deal of trouble, jobbers 
say, in getting good stocks of scrap- 
pers. As soon as they get some in 
stock they are immediately sold on 
back orders. Scrapers are in much 


New York are: 
14 x 11% in. 


1%4-in., 
13%x 1% 
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the same demand as snow shovels, but 
harder to get. New prices are: 


New York are: 
4-ft. handle, 
extra quality, 
doz. 
4 ft. 


Prevailing prices f.o.b 
Solid shank, 6% x 5% blade, 
; per doz. Solid shank, 
7 x 6 blade, 4 ft. handle, $6.95 per 
Extra heavy socket, 7 x 6 in. blade, 
handle, $9.60 per doz. 

P. S.— “Townsend’s Wire 
Stretcher” is now $19.20 per doz. 

The George W. Blabon Co., Phila- 
delphia, Pa., manufacturer of linoleum, 
announces that its present price list 
dated July 20, 1920, will be continued 
until Dec. 31, 1920. 
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Fence 


TRADE NOTES 

The Clark-Turner Piston Co., 1246 
South Los Angeles Street, Los Angeles, 
Cal., has filed plans for a new one-story 
foundry. 

The Lucky 13 Phonograph Co., 46 
East Twelfth Street, New York, manu- 
facturer of talking machines and parts, 
has acquired property at 310-14 Ave- 
nue A and 503 East Nineteenth Street, 
for the establishment of new works. 

The Montgomery Mfg. Co., Waveland, 
Ind., has been incorporated with $200,- 
000 capital stock, to manufacture non- 
skid automobile chains. The directors 
are J. C. Ralston, R. Walker and 
E. E. Gates. 

The Dwiggins Wire Fence Co., An- 
derson, Ind., has increased its capital 
stock from $175,000 to $200,000. 

The Bridge & Beach Mfg. Co., 503 
South First Street, St. Louis, Mo., man- 
ufacturer of <toves, ranges, etc., has 
awarded a contract to the Fruin Colnon 
Contracting Co., Merchants’ Laclede 
Suilding, for its new plant at Brown 
and Union Avenues, to include a foun- 
dry, machine shop, general iron work- 
ing, assembling and other buildings. 
The total floor area will provide over 
265,000 sq. ft. and with equipment will 
.cost about $750,000. 
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Paint Material Prices as Quoted in New York—September 23, 1920 


Animal, Fish and Olive, 


table Oils— 


Vege- 
per gal. 

Linseed, Raw, Neatsfoot, 
lots, gal. 

City, &bbi. lots, gal... -1 

Out-of-town, 5 bbl. lots 
and over, gal 

Boiled, 2¢ per gal. advance on Raw. 


carload 
.22@— Palm, 


.25@— 


Soya Bean, 


Lerd, prime, winter, edible Barytes: 


in bbis., per gal.....$1.80@1.85 


Cotton seed, crude, 

f.o.b. mith, Ib 10% @11 
Bleachable ..........+.--10@11 
Yellow Summer, Prime, 1b.14@— 
Tallow, acidless, gal....1.20@1.30 
Menhaden 
Crude, bbi., 

Light pressed, gal 
Bleached Winter, 
Cocoanut, Oeylon, 

N. Y., per tb 

Cod 


China, 


Imported, 

15@15% 
82@84 
84@86 


Commercial 
Gilders 
Ex 


P| ar 
bbl., 
15%@— 
Domestic, Prime... ..95@1.00 
Newfoundland, in bbl...1.00@1.05 
Refined, bbl., Ib..14%@15% 
bbl., per Ib .11%@12 


Fish, gal 
Corn 


Crude Cabinet 


denatured, 


Prime 


Lagos, 
spot per Ib 


Miscellaneous 


Prime, White, ton.......... 34@36 Vv. Ss 
Off color, ton 
Chalk, precipitate, per Ib. 
Heavy, per lb 


Clay, 


Whiting, per 100 Ib.: 


Gilders ..---. 
Litharge, casks, 


00 Per gal. yard.... 


Diamond I 

Fine Orange 

A. C. Garnet... 
Button 

Kala Button . 

r. N 3 


casks, 
10% @10% 


in 


bbL., 13@1231%4 


oO 


-23@ 26 Bone Dry 
5@5% 


1% @4% 


White and Red 


domestic powdered, White Lead, 
In Oils ... 
Red Lead 


In Oils 


ae 
Dry 


40@1 
1.40@1 
.1.50@1.6 


11% @12% 


Oxide, Selected 
ted Seal 
Green Seal . 
White Seal 


per Ib 
per lb 


Glues 


Dry Colors 


Common Bone .. 


Black, Carbon Gas.... 


Spirits of Turpentine 


Gum Shellac 


Lead, 


5%, @10 

@is 

@30 

@45 
...-1.00@1.05 
..1.00@1.05 
1.05@1.10 

15 @45 

Burnt 3 @ 4 

Sienna Italian, 

and Powdered... 6%@15 

Umber . scoe 8 OG 

@ 6 


Black, Bone .. 
1.38 Black,’ Drop . 
Black, Ivory 
Lampblack 
Blue, 
Blne 
Blue 
Blue 
Brown, 
Brown 
Burnt 


Turkey, 


-nominal 
20 


Chinese .. 
Prussian 
90 ‘ 

Soluble .. 
nominal Ss 
, Ultramarine 
nominal 


1.05 


American 
nominal 
. 1.20 


Lump. . > 


45 


Brown, Raw 


Ete. 
Cents per lb 
10%@11 
15%@ 
12% @12% 


16% @ 


Green, Chrome 

Paris«, Green, 
Arsenic 

Red 
bulk oe 

Indian Red, Standard 

Rose Pink 

Tusean Red 


Para Pure 


Bulk 


Carmine No 


10%, @11 
11%@11% 
124%4@12% 


13% @13% 


Commercial 


English 


Red Oxide 


Vermilion 
Natural 
Yellow, Chrome 
Ochre, French 
Domestic 


Per Ib 


15 @30 30 @4u 





St. PAUL AND MINNEAPOLIS, 
Sept. 15, 1920. 
fb igeenen seems to be a slight im- 
provement of sales beginning with 
this week. 

Jobbers all report a very good busi- 
ness in general. 

Crops are not moving to market as 
fast as anticipated as farmers are hold- 
ing for higher prices, consequently the 
present financial condition will no doubt 
be prolonged. 

Prices remain very firm on all stand- 
ard items, and no declines whatever 
have been made. 

Builders’ Hardware.—Due to building 
conditions sales remain very slow. 
Only a very small amount of new work 
being started. 

Barbed Wire.—There is practically 
no barbed wire in the hands of the job- 
bers. There has been no price change 
since last week’s report. 

We 
Painted 
per 


quote from stocks: 
cattle wire, 
spool; galvanized 


local jobbers’ 
80-rod spools, $4.05 
cattle wire, 80-rod 
spools, $4.60 per spool; painted hog wire, 
80-rod spools, $4.32 per spool; galvanized 
hog wire, 80-rod spools, $4.90 per spool. 

Wire Brads.—Stocks of brads are 
badly broken. Practically no small 
sizes being obtainable at any price. 
This is in line with general shortage of 
wire and items made from wire. No 
price changes reported. 

We quote from local jobbers’ stocks: 
60 per cent to 70 per cent off from stand- 
ard lists. 


Bolts.—Shortage in this line remains 
as acute as ever with many sizes unob- 
tainable. Manufacturers report no 
prospects of improvement for several 
months to come. No price change since 
last report. 

Eaves Trough, Conductor Pipe and 
Elbows.—Despite shortage in this class 
of material and heavy demand for same 
there has been no price change. 

We quote from local 
Kaves trough, 2s-ga., 5-in. lap joint single 
bead, $9.50 per 100 ft.; conductor pipe, 28- 
ga., 3-in., corrugated, $9 per 100 ft.; elbows, 
3-in. corrugated, $2.16 per doz, 

Files.—Sales are fair. Jobbers’ stocks 
are correspondingly better on files than 
any other items. No price changes 
have been reported. 

We quote from local jobbers’ 
Nicholson files at 45-5 per cent; 
files at 50-10 per cent; Arcade 
per cent from standard lists. 

Galvanized Ware.—Retail demand is 
not especially heavy, but there is a good 
demand by dealers to get their stocks 
into shape. There appears to be a 
serious shortage in practically all items, 
due of course to difficulty in obtaining 
light galvanized sheets for manufac- 
turing purposes. No price changes re- 
ported. 

We quote from local jobbers’ stocks: 
Standard No. 1, galvanized tubs, $12 per 
doz.: standard No. 2 = galvanized’ tubs, 
$13.50 per doz.; standard No. 3 galvanized 
tubs, $15.75 per doz.; heavy No. 1 galvan- 
ized tubs, $20.50 per doz.: heavy No. 2 
galvanized tubs, $22 per doz.; heavy No. 3 
galvanized tubs, $23.50 per doz.; standard 
10-qt. galvanized pails, $4.20 per doz.; 
standard 12-qt. galvanized pails, $4.60 per 
doz.; standard 14-qt. galvanized pails, $5.20 
per doz.: stock 16-ot. galvanized pails, 

*" ner doz.; stock 18-qt. galvanized pails, 
$9.15 per doz 


jobbers’ stocks: 


stocks: 
Riverside 
files at 50 
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TWIN CITIES 


Glass and Putty.—Sales are not so 
large as earlier in the season, but still 
remain fairky steady. Stocks are light. 
No price changes reported. 

We jobbers’ stocks: 
Single strength y, grade glass, 76 per 
cent; double strength “A” grade glass, 78 
per cent Commercial putty in bladders, 
$5.15 per cwt. 

Hose.—Sales have dropped off, due 
to the advanced season. Prices for im- 
mediate needs remain firm. Prices for 
next spring are higher than present 
market. 


We quote 
gest grade 


quote from local 


from local 
moulded hose, %-in., at B. 
per ft.; %-in., at 18c. per ft.; medium 
grade moulded, %-in., 14c. per ft.; %-in., 
15c. per ft.; Competition 3-ply hose, %-in., 
10c. per ft.; %-in., 12c. per ft. 

Nails.—Shortage of nails remains as 
acute as ever. Jobbers’ stocks are 
badly broken and practically all stand- 
ard popular sizes are impossible to ob- 
tain. The few kegs that are being sold 
are portioned out with orders for other 
goods. 


We quote from local jobbers’ stocks: 
Standard wire nails, $4.85 keg base; coated 
nails, $5.50 to $7 per keg. 


Paper.—There seems to be a slight 
improvement in stocks of paper, so that 
it is now possible to obtain practically 
all grades. No recent price changes 
reported. 

We quote 


jobbers’ 


from jobbers’ stocks, f.o.b., 
Barret’s No. 2 tarred felt, $5.05 per cwt.; 
Barret’s threaded felt, 500-ft. rolls, $2.49 
per roll; Slater’s felt, $1.68 per roll; No. 
20 red rosin, 97c. per roll; No. 25 red rosin, 
$1.20 per roll; No. 30 red rosin, $1.45 per 
roll. 


Rope.—Sales on this item are fair. 
Stocks are in good condition, and de- 
spite the fact that reports of probable 
advances in price—none has material- 
ized. 


We quote from local jobbers’ 
Columbian manila rope at 29c. Ib. 
Columbian sisal at 20c. lb. base, 


Sandpaper.—There is no improve- 
ment in the shortage of sandpaper. 
Mills are several weeks behind. 

We quote from local 


Best grade, No. 1, per ream, 
grade, No. 1, per ream, $6.50., 


Sash Cord.—Sales of cord have 
dropped off considerably in line with 
the general slacking up of building ac- 
tivities. No price changes reported. 

We quote from local jobbers’ stocks: 
Solid cotton sash cord No. 8, $1.17 per 
lb.; cheaper grade sash cord, 88c. per Ib. 

Sash Weights.—Demand has slowed 
up somewhat on account of building 
conditions and it is somewhat easier to 
obtain supply. No price changes re- 
ported. 

_ We quote 
$4.00 per cwt 

Screws.—Shortage of screws appears 
to be as acute as ever. However, deal- 
ers who keep only small stocks of com- 
paratively few sizes have no doubt been 
able to keep their stocks in fair shape. 
Indications are that this situation will 
improve somewhat, although on many 
sizes the manufacturers advise it will 
require from four to six months to ship. 
No price changes reported. 


We quote from local jobbers’ stocks: 
Flat-head bright screws, 70 per cent; 
round-head bright screws, 65 per cent; flat- 
head japanned screws, 60 per cent; flat 


stocks: 
base ; 


stocks: 
second 


jobbers’ 
$7.20; 


from local jobbers’ stocks: 


s 
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head brass screws, 55 per cent; round-head 
brass screws, 55 per cent; iron machine 
screws, 60 per cent; brass machine screw 
40 per cent. 

Solder.—Sales of solder are very slow 
at this time. There has been no fur- 
ther decline in price. 

We quote from local jobbers’ stocks 
Warranted half and half, 35%c, per lb 

Steel Sheets.—There is an extreme 
shortage in steel sheets in practically 
all gauges and sizes. There has been 
an advance in price. 

We 
Black 


sheets, 


local 
base, 


jobbers’ stocks: 
and galvanized 


quote from 
sheets, $9.90 
$11.40 base. 

Tin Plate.—Sales continue very good, 
Shipments from factory very slow. 
Price shows no change. 

We quote 
Furnace coke, 
roofing tin, 
$18.50. 

Washers.—There is no ehange in 
either price or sales in this line and 
mill shipments are-on a par with many 
other items. 

We quote from local jobbers’ stocks: 
Wrought steel, % in., $9 per cwt.; wrought 
steel, 1 in., $9.40 per ewt. 

Wheelbarrows.—Manufacturers find 
it practically impossible to procure 
sheet steel trays for barrows. There 
is a serious shortage of better grades 
of barrows. No price change reported. 

We quote from local jobbers’ stocks: 
Fully bolted wheelbarrows, $56 per doz.; 
tubular steel wheelbarrows, $9.15 each; 
garden, wood wheelbarrows, $81 per doz. 

Wire Cloth—Due to the fact that 
some of the jobbers have received wire 
cloth delayed in transit, stocks are in 
better condition than for some time 
past. No price changes reported. 

We quote from local jobbers’ stocks: 
Black, 12 x 12 mesh, $2.50 per 100 sq. ft.; 
galvanized, 12 x 12 mesh, $3 per 100 sq. ft. 


jobbers’ stocks: 
28, $19 per box; 
28, 8-lb. coating, 


from local 
ICL, 20 x 
IC, 20 x 


Wire.—Shortage of black anneaied 
wire is extremely acute. In fact, con- 
tractors putting up concrete structures 
have difficulty in operating even though 
sizes unsuited for the work are substi- 
tuted. This shortage is mostly felt in 
the larger cities where practically all 
large buildings are now being built up 
of concrete, the wire being used to tie 
forms into place. Manufacturers re- 
fuse to accept any orders. No price 
change since that of last week’s report. 

We quote from local jobbers’ stocks: 
Black annealed wire, No. 9, $4.85 cwt 
galvanized annealed wire, $5.55 cwt. 

Horse Shoe Nails.—An advance of 5 
per cent, presumably to cover the 
higher freight costs, has just been an- 
nounced by leading makers. 

Chain.—An advance of about 7' per 
cent has just been announced in all 
kinds of electrically-welded steel chain. 

Carbide.—An advance of 30 per cent 
has just been announced, the bosis for 
which is to be found in the fact that it 
takes from 3 to 34% tons of raw ma- 
terial to make one ton of finished ma- 
terial and the increased freight rates 
have been heavily felt. 

Dry Cells—An advance of .4c. has 
been announced by all makers of dry 
cells. 
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Office of HARDWARE AGB, 
Chicago, Sept. 15. 

It is apparent that there is some 
falling off in the demand for hardware 
items. At the same time, it is unques- 
tioned that production in many com- 
modities shows an upward curve. 

However, conditions should not be 
interpreted to mean that business is 
bad, or even dull. On the contrary, 
business is good. Not so good as it 
was in the spring rush season, but suf- 
ficiently good to be quite satisfying. 
And it seems to be the opinion of many 
that it is going to get better. This is 
just the edge of the fall season. 
Heavier demands will probably come 
with the season reaching high tide. 

Nor are these factors causing any 
downward trend in prices. A few 
items are off slightly, but in these cases 
it is more a question of price adjust- 
ment than it is of any slump. Ad- 
vances are more in evidence than de- 
clines. 

Wire products of all kinds are the 
most active and show the greatest de- 
mand and stiffest prices. Two weeks 
ago there was reason for thinking that 
the nail situation was to be materially 
improved, but later developments have 
made conditions as serious as they 
have been at any time. In fact, one 
large Chicago jobbing concern which 
has never before been out of common 
nails hasn’t a keg on its floors. Nuts 
and bolts remain the same, with de- 
mands very heavy and nothing like 
adequate production. . 

There is also a continuance of the 
shortage of wood handles. Glass 
baking ware is short and many dealers 
are going to be disappointed for their 
holiday trade. 

Paints and oils are in better supply. 
Roofing paper is more plentiful and the 
galvanized situation shows some im- 
provement. 

Despite the release of a large number 
of men by many industries the labor 
situation is not much easier than it 
has been. Men seem to find little dif- 
ficulty in finding new tasks. When 
the time comes that labor costs go 
down and basic metals are cheaper then 
only will hardware prices fall appre- 
ciably. 

That time has not arrived as yet. 
How long it will need to make the 
Journey is an uncertainty in which one 
man’s guess is as good as the other’s. 

Collections are fair. 

_ Farmers are less busy and are get- 
ting into town more frequently to fill 
their wants—as a consequence the small 
town dealer is much busier than he was 
in August. 

Some manufacturers are announcing 
a discontinuance of several sizes in steel 
express wagons. Reduction of the line 
from seven sizes to four is the policy 
of one maker and practically all of 
them have eliminated some of the in- 
termediate numbers. 

Automobile Accessories.—One will 
not find it difficult to find a number of 
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prices on many auto accessories. Some 
concerns are anxious to reduce stocks, 
and they are offering extra price attrac- 
tions. Others, knowing that the market 
is quite stiff, are sitting tight, and in 
some instances even adding a little to 
old prices. The quotations given here 
are the normal, regular prices, but are 
subject to the slight variations noted 
herein. 

We quote from jobbers’ 
Chicago: Weed chains, 30 x 3%, $5 per pair, 
with 25 per cent off in lots of one dozen 
pairs and 33% per cent off in lots of more 
than one dozen pairs Rid-o-skid chains, 
$2.65 per pair. Two-cylinder foot pumps, 
$1.25 each; Simplex Jack No. 36, $2.10 each: 
St wart hand horn, $3 each; Howe spot 
lights, $3.65 each; inner tubes, red, 30 x 3%, 
$2.95 each; grey, $2.25 each. Lyon's bump- 
ers, $9 each. Sethlehem spark plugs, por- 
celain, less than 100, 63c. each; lots of 100, 
58c. each; lots of 500, 53c. each, and lots of 
1000, 50c. each; special Ford type, less than 
100, 44c. each; lots of 100, 41c. each; lots of 
500, 39c. each, and lots of 1000, . each. 
Hercules Giant, lots of 1 to 50, 65c. each; 
lots of 50 to 100 6216c¢ each; lots of 100 and 


upward, 60c. each. Hercules Junior, lots of 
1 to 50, 40c. each: f § 


lots of 5) to 100, 37Ke. 
each; lots of 100 to 500, 35c. each; lots of 500 
to 10)6, 33%c. each: lots of 1000 and up- 
ward, 3lc. each Hel-Fi standard plugs, 
lots of 1 to 100, 55e. «ach; lots of 100 to 25! 
; lots of 250 to 500, 50c. each; ts 

1000, 47c. each: lots of 1000 and 
45c. each Hel-Fi Tractor Special 
to 100, $1 each: lots of 1/9 to au 
lots of 2950 to 500. 9% 
of 1900, 87% each: lot of 
upward, &5e. each A. C. Titan p 
each: A. C. Cico plugs, 48c. each; Champion 
X, 59¢ each: Champion 0. 62c¢ each: Chan 
pion Heavy Duty. 73c. each; Splitdorf plue 
Tie, to 78e. each; United plugs Junior 
lots 40c 

Axes.—There has been a slight read- 
justment in prices on axes, the changes 
in most instances being slightly down- 
ward, but still the supply is short. 

We quote from 
Chicago: Single bitted first quality black 
axes 3 Ib to 4 Ib. $1750 double 
bitted hlack unhandled first quality axes, 
23.50 base, 


Alarm Clocks.—There is no new note 
in the alarm clock situation. The de- 
mand continues active, especially for 
the better numbers and manufacturers 
cannot make them fast enough to take 
care of the trade. Prices are strong. 

Builders’ Hardware.—Some progress 
has been made by manufacturers in 
making production records, but they 
are still far behind in orders. Houses 
which withdrew their men from the 
road are now putting them back to 
work, but with only a part of the line 
to offer. There are no indications that 
builders’ hardware will be any more 
plentiful than it has been this fall. 
Prices rule strong. 

Chains.—An advance of 10 per cent 
has been announced on the entire line 
of coil and log and weldless general 
purpose chains. No new price has been 
announced on auto chains, but one is 
anticipated. 

Cutlery.—Cutlery continues to class 
among the scarcest items in hardware. 
The better grades of pocket cutlery are 
very low, and the same applies to 
kitchen cutlery. The indications do not 
point to any immediate improvement 
The price trend is very stiff. 

Eaves Trough and Conductor Pipe. — 
Anyone having this material for sale 
can almost name his own price. It is 


stocks, f.o.b 


upward, 
lots of 1 
Me. each: 
f 500 to 


} each 
1000 and 


small 


jobbers’ stocks, f.0.b 


base: 


very scarce and not in anywhere near 
big enough supply to take care of de- 
mands from all sides. Prices are not 
changed, but sales usually carry a nice 
premium. 

We quote from jobbers’ 
Chicago: 29-gage lap 
5-in., $9.50 per 100 ft.; 29-gage corrugated 
conductor pipe, 3-in., $9.50 per 100 ft.; 28 
gage, 3-in. corrugated conductor elbows 
$2.16 doz 

Flint and Garnet Paper.—No one 
should have any great difficulty in get- 
ting his orders filled for flint and gar- 
net paper. The supply is satisfyingly 
large and the demand is only about 
normal. 

We 


stocks, f.0.b 
eaves trough 


quote from 
Chicago “lint paper 30 
garnet paper net list 
plus 5 per cent 

Files.—The situation is healthy in 
files, about the normal conditions pre- 
vailing. Prices continue to stay at the 
same point to which they have held for 
several months. 

We quote from 
Chicago Nicholson files, 40-19-5 per 
discount: New American, 50-10 per cent dis 
count; Disston 50 per cent discount; Blac! 
lbiamond, 40-10 per cent discount 

Galvanized Ware.—While 
some gain in production and galvanized 
ware is moving more freely than it did 
short- 


stocks, f.o.b 
cent off list 
paper list 


jobbers’ 
per 
and emery 


jobbers’ stocks, 


there is 


months there is still a 
age in popular sizes of tubs, pails and 
cans. may be had, but large 
orders have to be reduced. Prices show 
no tendency to break away. 

Glass.—Many of the most wanted 
sizes in glass are hard to get. Some 
sizes are quite plentiful, but there is a 
heavy demand and production, while 
showing some gains, is still trailing 
Discounts are not affected. 

We quote 
Chicago: Singlk 


single 


two ago 


Some 


from jobbers stocks, 
strength A, all sizes 
strength B, first three 
per cent off: all sizes, double strength 
per cent off putty in 100-Ib kits 
$1.25: glaziers’ points, No. 1, No. 2 and No 

_ 1 doz. to package. 65c. per package 

Game Traps.—Manufacturers 
plain of the scarcity of suitable steel 
for making traps. The 1920 output is 
about exhausted. New orders are not 
very apt to be filled. Prices are said 
to be ready for an advance. 

We quote from jobbers’ stocks, f.o.b 
Chicago: No. 0 Vietor traps with chains 
$1.71 per doz without chains, $1.34 pe 
doz.: No. 1 Victor traps, with chains, $2.91 
per doz without chains, $1.52 per doz. 
No. 1%, Victor traps, with chains, $3 07 per 
doz.; without chains, $2.44 per doz.: No. 9, 
Oneida Jump traps, with chains. $2.37 per 
doz: without chains $1.75 per doz.; No. 1, 
Oneida Jump traps, with chains, £2.75 pet 
doz.; without chains, $2.12 per doz.; 

1%, Oneida Jump traps, with chains, 
per doz.: without chains. $3.25 per doz ; I 
9, Newhouse trans, with chains, $4.75 
doz.; No. 1, $5.62 per doz.; No. 1%, 
per doz. 

Handles, Wood.—There is keen bid 
ding for wood handles. Prices have 
not advanced of late, but are very firm. 

We from jobbers’ stocks, f.o.b 
Chicago: No. 1 hickory axe handles, $4 per 
doz No. 2 $3 per doz.: second growttl 
hickory axe handles, $6.39 per doz.; extra 
auality hickory axe handles. $5 per doz 
No. 1 hatchet and hammer handles, 85e. per 
doz.: second growth hickory hatchet and 
hammer handles, $1.69 per doz. 

Horse-Clipping Machines.—There is 
quite an active demand for clipping 
machines, with prices holding steady. 

We fet 


com- 


quote 


quote from jobbers’ stocks, 
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Stewart No. 1 horse clipping ma- 
chine, ball-bearing enclosed type for horses, 
mules and cows. list $14; top plates, $1.25; 
bottom plates, $1.75; discount 25 per cent. 
Chicago No. 2 horse-clipping machine, list 
$18, discount 25 per cent; Stewart No. 9, 
ball-bearing sheep-shearing machine, list 
$22, discount 25 per cent. 

Hose.—There is not much activity in 
hose. New prices for the coming year 
are yet to be made. In some circles a 
little lower prices are looked for. 

Lanterns.—Many concerns have with- 
drawn prices on lanterns, as they are 
seld out and do not care to run the 
risk of booking orders at to-day’s mar- 
ket. Manufacturers complain of a very 
sharp shortage of raw materials. 


We quote from jobbers’ stocks, f.o.b. 
Chicago: Competition lanterns, No. 0 tu- 
bular, $6.90 per doz.; No. 2 tubular cold 
blast, $9.90 per doz. 


Nuts and Bolts—Demands for this 
material remain very strong. The situ- 
ation shows no improvement. Some 
concerns are out on many sizes of car- 
riage bolts and stove bolts. Small num- 
bers are very low all over the Middle 
West. Promises for the future are not 
at all rosy. 

Nails.—Instead of the hoped-for bet- 
terment the nail market is just as bar- 
ren as ever, in fact some concerns are 
more destitute of nails than they have 
ever been at any time. Prices are not 
changed. 


Chicago: 
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We quote 
Chicago: 
$4.45. 

Rope.—As previously explained, the 
prices on rope are in slight variance, 
due to different concerns using different 
freight differentials. Prices vary from 
%c. up and down from those quoted 
here. 


jobbers’ stocks, f.o.b 
nails per keg base, 


from 
Common wire 


We quote from 
Chicago: mo, &, 


jobbers’ stocks, f.o.b. 
manila rope standard 
brands full coils 28c. per lb.; No. 2, 27¢ 
per lb.; No. 1, sisal rope full coils, 

per lb.; No. 2, 17c. per lb.; No. ¢ 

per lb. 

Paints and Oils.—There has been a 
readjustment of prices on some of the 
staples in oils and paints, and the 
tendency is downward. The changes, 
however, are of a very slight nature. 
jobbers’ stocks, f.0.b 
Linseed oil, boiled, $1. 47 per 
gal.; raw, $1.45; turpentire, $1.75 per gal.; 
180 denatured alcohol in barrels, $1.25 per 
lead, in 100 Ib. kegs, 15%c. 


We quote from 


Chicago 


gal.; white 
per lb. 

Roofing Paper.—There is still a 
clamor for roofing papers, and not 
enough to cover the wants of the re- 
tailers. Prices are uncertain, but no 
actual changes are given out. 

We quote from jobbers’ stocks, f.o.b. 
Chicago: Certainteed roofing, 1 ply, $2.13 
per sq.; 2 ply, $2.64 per sq.; 3 ply, $3.15 
per sq.; Major roofing, 1 ply, $1.83 per sq.; 
2 ply, $2.24 per sq.; 3 ply, $2.65 per sq.; 
Guard roofing, 1 ply, $1.38 per sq.; 2 ply, 
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$2.10; tarred felt, 
gray rosin 


$1.74 per sq.; 3 ply, 
per 100 lb.; red and 
$11.45 per ton. 

Steel Sheets.—It is apparent that 
steel sheets are to be scarce for some 
time to come. There are orders on the 
books now that would absorb even big 
production for many weeks. Bins are 
empty and actual sales are made, 
usually at a premium over market quo- 
tations. 

Solder.—The solder situation remains 
good, with a fair demand and enough 
to go around. Prices are easy. 


We quote from jobbers’ stocks, f.0.b 
Chicago: Warranted 50-50 solder, full 
cases, 36c. per lb., less than case lots, 39c. 
per Ib 

Stove Boards.—There is a little bet- 
terment in the stove board situation, 
but it is nothing to get excited about. 
Prices are the same. 

We quote from jobbers’ stocks, f.o.b 
Chicago: Wood lined crystal stove boards, 
24 x 24, $13.65 per doz.; 26 x 26, $16.05 
per doz.; 28 x 28, $18.85 per doz.; 30 x 30, 
$21.30 per doz.; 33 x 33, $25.50 per doz.; 
36 x 36, $30.50 per doz. 


$5.08 
paper, 


Screws.—There has been a readjust- 
ment in the prices on screws, a decline 
of about 2% per cent in the quotations 
being noted all down the line. 


We quote from jobbers’ 
Chicago: Flat head bright screws, 67%%- 
20; round head blued, 65-20; flat head 
japanned, 65-20; round head brass, 55%-29; 
flat head brass, 57%-20. 


stocks, f.o.b. 
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BARS—CROW— W 
Steel Crowbars, 10 to 40 Ib., 

BY @9%¢ 
Bars, 10 to 40 Ib., 

B4A@9IV%¢ 
BELTING—LEATHER— 
From No. 1 Oak Tanned Butts. 
Belting, Ex. Hvy., 18 oz..35 
Belting, Heavy, 
Belting, Medium, 14% oz.. 3 to 
Belting, Light, 13 oz......§ Over 
Second quality, Sides......55 
Second Quality, Shoulders. 


Cut Leather Lacing, Strictiy 
a 


Brace 
Pinch 


Domestic, 


Steel, 
Vo. 1 Chace, 
Leather Lacing Sides, per Railroad, 
ft. Raw Hide, No. 1 Chace 
sides 17 sq. ft. and over. .47 Railroad, 
Under 17 sq. f 
Rubber— 
Competition (Low Grade)50&10% 
Standard 
Best Grades .... eee 
BLOC KS—Tackle— 
Common wooden ... 
Patent 


Railroad 
ROPE— 
Manila, 
Bolts Second 
Carriage, Machine, &c¢.— 
Common Carriage (cut thread): 
% x6, and smaller. ..40&10% 
Common Carriage (rolled 
thread): 
4g «6, and smaller....-4 
Larger or longer...... -+ 
Phila. Eagle, $3.00 list 
Bolt Ends, H. P. Nuts..... 
Machine (cut thread): 
% x 4, and smaller 
Larger or longer 
CHAIN—Proof Coil— 
American Coil; Straight Link: 
" $18. 00; %, $15.00; 
$11.00; 
6, $10.25; %, 
5; Hh, $9.25;, 


Sisal, 


First 
quality 
Sisal 


First 


Jute 


ire Gauge Jobbers’ 
Blacksmith 
Drills for Wood 
EMERY—Tarkish— 
Out of market at present time. 
114 


HAMMERS AND 
SLEDGES— 


OILERS— 
Copper Plated 
Brass and Copper... 
_coppered 


brass 


Contractors’ 


Eastern Retail Trade. 
¥% in diam. 
Grade 
Grade 
Hardware Grade 
% in. 
Highest Grade 
Second Grade . 
Sisal, Hay, Hide and Bale Ropes 
Medium and Coarse: 
Quality, 23%4¢ 


Highest 


Tarred, 
arns: 
quality 

Second quality 
Cotton Rope: 
Best 5/16-in. 


Medium, 6/16-in. and 


Third Gr., 


larger 


and R. S. 
As 


Steel, adj., 


Star H. S. Frame 


SCREWS— 


Coach, Lag and 
Point... 


Jack Screws— 


Coach, Gimlet 


.50-10-5% 
10% 


Standard List 


> Plated Cwt Thread Iron, 


Fillister or Oval _—— Head, 
0§ 


Saw Frames— 


Adj. Pistol-Grip, per doz..$21 


Machine— 


W ASHERS—Cast— 
Over Yy-inch, barrel lots, ber 
100 ib. $10.90 


Iron and Steel 
Size bolt 5/146 ¥% % 
Washers $14.30 13. 58 11.90 
% 


11. 70 
sage WRENCHES— 
-10&5% a 
Agricultural 
Alligator or Crocodile 
i eg, a eee 15% 
Stillson pattern § 
Genuine Walworth Stitlson, 


50% 


Flat Head or Round Head, 


50&10% METALS— 


10% 


Fillister or Oval Head. 30810% 


— Thread Iron, F. 
Hi. 


Fillicter or 
Rolled Thread Brass: 
P.M. of kk. Hi. 


Per lb. 
and larger: 


diam, and la rger: 
) 


Flat Head, Iron 


iron 

Sq. Hd. Cap 

Hex. Hd. Cap 

Fillister Head Cap 
Wood 

Flat Head, Iron 

Round Head, Iron 

Flat Head, 

Round Head, Brass. 

Flat Head, Bronze. 


sasent 
20% 


Medium Lath 


and larger, 
49@50¢ 
larger, 
47 @ 48¢ 
5/16-in. and 
45@46¢ 


STOCKS, 
TAPS 


. -50&10% 
Oval Head. 


Set (Steel) net advance 


671% &15% 
Brass.... 
Round Head, Bronze 


52% &10&10% 
DIES AND 


H. or 
Copper— 
Lake Ingot 20¢ 
Electrolytic 
ee rere 19:49 


-80% 
.50% 


Fillister or Oval "Head. 60% 
Set and Cap— 


Spelter and Sheet Zinc— 
Western spelter 
Sheet Zinc, No. 9 base, 

144%¢ to 15¢. 


Lead— 
Per Ib. 1@ to 10%4¢ 


pennies an Pig, 
Be Per tb., 11012¢ 


Solder 
% x \ guaranteed 
1 


. .60&15% No. 
57% &15% 
-55&10&10% Prices of 


Refined : 
solder indic: ated 
private brand vary according 
composition. 


Babbitt Metal— 
Best grade, per tb. .. 90¢ 
Commercial grade, per Te. .50¢ 


DRESSING—Belt— 

Liquid in gal. cans, gal...$ 

DRILL, AND DRILL 
STOCKS— 

Twist, Re 

Twist, Taper and Straight 
SE SinGiho 3:05 40.55 cs a0 


No. 1 %-in. and up.....27 
No. 2, %-in. and up 
SAWS AND FRAMES— 
Hack— 
Saws, 6 to 14 in., tne 
Saws, Machine Blades, 
12 to } 


Set 
Hand Taps, 


% to ¥% 


— Taps, 


45 
M. 's. Taper Taps, No. 2 to 


SASS ei okie cccctcecteee 
40% 


12 in. 


M. S. Taper Taps, larger. 


Antimony— 
Asiatic, per lb 
Aluminum— 
No. 1 Aluminum (guaranteed over 
99 per cent pure), im ingots for 
remelting, per Ib... ..36 to 38¢ 
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PITTSBURGH, Sept. 20, 1920. 
LTHOUGH hardware market activi- 
ties are of a much more moderate 

character than they were a month or 
so ago, the recent freight rate increases 
still furnish the basis for advances in 
prices. 

Hitherto it has been possible for 
manufacturers to mark up prices on 
any pretext and get them, because buy- 
ers have been so badly in need of sup- 
plies. This condition already has 
passed in wool, woolens, leather, shoes, 
cotton and cotton goods, silk, automo- 
piles and accessories, and rapidly is 
passing in the iron and steel industry. 
It would be strange indeed if the hard- 
ware trade escaped the readjustment 
now going on in other industries. 

While in many cases high prices are 
justified by shortages, the general con- 
dition to-day is that supplies are in- 
creasing and demand decreasing and 
that it is but a matter of a short time 
before supply and demand will be run- 
ning along very near equal. It is no 
secret that visits of manufacturers’ 
representatives are daily becoming 
more frequent, and from a condition 
where buyers were seeking sellers, it is 
becoming more and more a case of the 
seller seeking the buyer. Another recent 
development pointing to the halting of 
the upward tendency of prices is the 
increased activity in domestic markets 
of foreign manufacturers. German 
manufacturers actively are seeking 
business in aluminum products, and the 
trade here recently has been visited by 
the representative of a Spanish manu- 
facturer of automatic revolvers. 

Resemblance of these Spanish auto- 
matics to the American Colt patent au- 
tomatic is so marked that some of the 
trade fear that there has been an in- 
fringement, especially in view of the 
fact that Spanish manufacturers ad- 
mittedly pay no attention to American 
patents. Most of the trade here do not 
care to handle the Spanish product, at 
least until it is demonstrated that there 
has been no infringement of the Ameri- 
can patent. There seems to be an im- 
pression that in view of the fact that 
the Gillette Safety Razor Cogwas able 
to stop the shipments of blades for this 
razor made in Germany, shipments of 
Spanish automatics also will be stopped 
in the same way. It would be rather 
hazardous, both from a legal and busi- 
ness standpoint, to introduce the Span- 
ish revolvers in case it was found that 
eg are made from the American pat- 
ent, 


Alarm Clocks.—Deliveries are fairly 
good and no trouble is being experi- 
enced in supplying the demand. Prices 
show no change. 


Aluminum Ware.—There has been no 
easing in the shortage which has ex- 
isted for some little time; on the con- 
trary, dealers report stocks to be get- 
ting scarcer. 


Nuts, Bolts and Rivets—The short- 
age of bolts and nuts with jobbers here 
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is still extremely acute, and discounts 
quoted mean little since those who have 
any for sale can come pretty near get- 
ting any price they see fit to ask. A 
new list of discounts is being quoted 
by the makers in various producing dis- 
tricts, against orders carrying speci- 
fied early delivery, and only those man- 
ufacturers who have no tonnage for 
sale have failed to adopt the new sched- 
ule. The higher prices do not apply 
against unfilled orders on the books of 
makers prior to the advance, and that 
is why jobbers’ prices here are a little 
slow to reflect the higher first costs. 


We quote from jobbers’ stocks: Rivets, 
¥%-in. and larger, keg lots, $6 to $6.25 base; 
small sizes, 25 to 30 per cent off list; car- 
riage bolts, % x 6-in. and smaller, 20 to 25 
per cent off list; larger and longer, 7% to 10 
per cent off list; machine bolts, % x 4-in. 
and smaller, 25 to 30 per cent off list; larger 
and longer, 15 to 20 per cent off list; stove 
bolts, packages, 40 to 50 per cent off list; 
tire bolts, Bay State, 45 per cent off list; 

, 25 to 30 per cent off list; plow bolts, 
Nos 2 and 3 heads, 10 per cent off list; 
other style heads, list; track bolts, 9.25c. 
base; lag screws, 35 to 40 per cent off list; 
nuts, hot-pressed, list plus $2 to $3 cold 
punched, list plus $4 to $5; semi-finished, 
%-in. and larger, 35 to 40 per cent off list; 
9) 16-in. and under, 45 to 50 per cent off 
list. 

Pick and Ax Handles.—The demands 
are not nearly so heavy as they were 
recently and while prices are well'main- 
tained by manufacturers, there seems 
to be some expectation among jobbers 
that prices must come down. The slow- 
ing down in the automobile industry is 
expected to release considerable hick- 
ory for other uses. 


AGE 


Pipe.—Despite the proximity of Pitts- 
burgh jobbers to sources of supply, 
their stocks are badly broken up for 
the reason that practically all consign- 
ments are moving out as fast as re- 
ceived against old orders. Prices on 
both steel and wrought iron merchant 
pipe are firmly maintained. Jobbers are 
quoting steel pipe at 38% to 41% per 
cent off list, on the base sizes, from % 
to 3 inches, and wrought iron pipe from 
the base sizes at 16% per cent off list. 


Roofing Paper.—Higher freight rates 
find reflection in an advance of ap- 
proximately all kinds of roofing paper. 


Screen Door Hinges.—Further ad- 
vances recently have been announced 
and current prices are 60 per cent above 
where they were earlier in the year 
and almost 100 per cent above the 
prices of a year ago. This condition 
finds explanation in the fact that labor 
and material costs are extremely high 
at all iron foundries. - 

Paints and Varnish.—Continued 
downward tendency in prices of lin- 
seed oil give rise to expectations of an 
early revision downward of mixed paint 
prices. The decline, however, is likely 
to be small, because turpentine and 
other base materials remain high and 
labor costs never before were as high 
as they are at present. 

Plate Glass.—Demand has tapered 
off considerably in the past few weeks. 
No decline is looked for in the near 
future. 


Sheets.—The market is quieter from 
the manufacturer’s standpoint but the 
decline in the demand is confined en- 
tirely to a passing of the requests for 
tonnages for early shipment. This is 
largely explained by the slump in the 
automobile industry. With demand 
from this source of a more moderate 
character, the mills are giving more 
attention to orders for other finishes. 
Better transportation conditions find 
reflection in a marked expansion in de- 
liveries against old orders, and also in 
mill operations. It is easier to interest 
the manufacturers in new business than 
it was recently, and with some of them 
showing a greater anxiety for orders, 
the recent peak prices largely have dis- 
appeared. 

We quote from warehouse: One pass cold- 
rolled black sheet, 8c. to 8.50c. per lb. base, 
Pittsburgh; galvanized, 10.25c, to 106.50c. 
base; blue annealed, 7.25c. to 7.50c. base; 
214-in. corrugated galvanized sheets, 8.30c 
to 9c. per square. 

Shot Guns and Rifles—The demand 
is seasonably active and is being met 
only with considerable difficulty, as 
makers are several months behind in 
their deliveries against orders. 

Stove Polish—An advance of 5 per 
cent has just been announced, presum- 
ably to cover the higher producing cost 
created by the advance in freight rates. 

Tin Plate.—The mills are operating 
on a heavier scale as a result of the im- 
provement in railroad transportation 
conditions and better deliveries are be- 
ing made against general line demand 
since the requirements of makers of 
perishable food containers for this sea- 
son’s pack largely have been met. The 
carry-over of orders from this year 
into 1921 promises to be fairly heavy 
but probably will be well out of the way 
before the end of the first quarter and 
thereafter somewhat easier conditions 
appear to be likely. 

We quote from warehouse: Standard coke 


tin plate, $l1d per base box; roofing ternes, 
20 x 28-in., 40-lb., i.c., $28 to $30. 
of 


Wire Products.—The shortage 
nails still is very acute with jobbers in 
this district, none of whom has more 
than 4 or 5 per cent of the normal 
stocks for this time ofthe year. Man- 
ufacturers appear disinclined to take 
on business in amounts larger than the 
completed orders. Demand is heavy, 
not only in nails, but also in wire. 
Higher prices for the latter appear to 
be immediately ahead, and a number of 
manufacturers are dissatisfied with the 
present extras for size, and a new card 
revising them upward is expected to be 
issued shortly. 

We 


nails, 


quote from jobbers’ stocks: Wire 
$4 to $6 base per keg; annealed wire, 
base sizes, $4 to $4.50 per 100 lb.; galva- 
nized wire, $4.70 to $4.95; galvanized 
barbed wire, $4.90 to $5.10; wire brads, 50 
to 66%4 per cent off list; woven wire fenc- 
ing, out of stock, 50 and 5 per cent off list 

Wire Rope.—A 5 per cent increase 
recently was made on account of a rise 
in costs involved in the higher freight 
rates. Jobbers now are quoting Cruci- 
ble Steel grade at 17'2 to 174%2-10 and 5 
per cent off list, and plow steel grade 
at 25 to 25-10 and 5 per cent off list. 





Office of HaARDWARB AGE, 
Boston, Sept. 18, 1920. 

PPARENTLY there is no letup in 

the demand for hardware in gen- 
eral from the retail trade. Local job- 
bers without exception say that, if any- 
thing, the demand is a shade heavier 
than it has been. Much difficulty is 
still experienced in securing things 
wanted, although in justice to the 
manufacturers it should be said that 
the supply of certain kinds of hardware 
is perhaps a little larger, but such 
cases are few and far between. A 
number of price advances are recorded 
this week, but no declines, which would 
seem to indicate market conditions be- 
ing just as strong as ever. The feeling 
still persists, however, both in retail 
and wholesale hardware circles that the 
market has reached its top and that 
sometime within the next four to six 
months the trend of merchandise values 
will turn downward. There is no un- 
easiness on this score, but people are 
buying fresh supplies cautiously; they 
are not plunging. But the retail trade 
in general is enjoying such a good busi- 
ness and is so lightly stocked that this 
cautious buying, in the aggregate, 
amounts to a great deal, both in ton- 
nage and gross value, 

The views of banking interests are 
always interesting because the banks 
are very apt to secure a line on coming 
business conditions long before the in- 
dividual retail and wholesale merchant 
can size up the situation. The view of 
a Lowell, Mass., savings bank officer, 
as expressed to the writer, is interest- 
ing inasmuch as it pertains to the build- 
ing hardware business. This banker 
says that a young man in Lowell, whom 
he knows intimately, is living in a 
house owned by a man who has raised 
the rent several times during the past 
six or eight months. The young man, 
feeling that under the circumstances it 
perhaps would be the wisest course to 
buy the house he occupied, appealed to 
the banker for advise and a loan. The 
banker informed him that, in his judg- 
ment, it would be better for him to 
withhold from buying because he, the 
banker, felt that real estate will be 
very much cheaper next spring. The 
banker believes that the condition of 
the average workingman will not be as 
bright within the next six months as it 
has been, consequently many employees 
will be unable to pay rents demanded. 
He says: “Just the minute the banks 
are convinced that people cannot pay 
rents demanded, they are going to be- 
gin calling loans made on real estate, 
and when they do that the market for 
property is bound to decline. This de- 
cline in the value of standing prop- 
erty, I believe, will result in increased 
rather than decreased construction.” 

Some of the bankers in Boston share 
this same view of the future. They 
are not as pessimistic as it might ap- 
pear on the surface, but they all feel 
that it is about time that some read- 
justment is necessary. 
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Automobile Accessories.—The move- 
ment of automobile accessories out of 
jobbers’ stocks continues on a compara- 
tively small scale, retail hardware 
dealers and garages evidently having 
sufficient supplies on hand for all im- 
mediate requirements. Local jobbers’ 
stocks, however, are generally small, 
although two or three houses are well 
stocked with bumpers, pumps, jacks 
and trunks, and are trying to push 
sales on these. The manufacturers of 
dry batteries have made a general ad- 
vance in price. ; 

We quote from jobbers’ stocks: Dry 
cells, Columbia, No. 6, in barrel lots, $37.35 
per hundred count; Ignitor, No. 6, $38.35 per 
hundred count; Hot Shot, Nos. 1461-1462, 
$1.97; Nos, 1561-1562, $2.36; Nos. 1661-1662, 
$2.83 each, f.o.b. Boston. 

Ammunition.—Due to the recent ad- 
vance in freight rates, the leading 
manufacturers of loaded shells have re- 
vised prices. The advance, however, is 
very small, and will hardly be notice- 
able to the retail trade. 


Axes.—In common with the recent 
advance in price on axes, as named by 
leading manufacturers, there has been 
an upward revision in quotations on 
axe wedges. In addition, the manufac- 
turers are now quoting them per 
pound, whereas heretofore they quoted 
on a per gross basis. 

We quote from jobbers’ stocks: 


bit axes, standard, $20 per dozen 
double bit ax¢s, $24.50 per dozen base. 


Barbed Wire.—General conditions 
governing the market have not changed 
noticeably since last reports. The de- 
mand is unusually good. Stock is com- 
ing forward from the mills rather 
slowly, which leaves the local market 
in a well cleaned up condition all the 
vime. Prices hold very strong, and 
every indication is that they will con- 
tinue to do so for some months at least. 

We quote from jobbers’ stocks: Barbed 
wire, plain twist, by the pound, $6.55 per 
100 Ib. base; by the spool, $5.10 Double 
twist, by the pound, $6.55 per 100 lb. base; 
by the spool, $5.55. 

Staples. $6.55 per 100/Ib. 

Barrows.—The recent advance in 
local jobbing quotations on next sea- 
son’s garden wheelbarrows was ac- 
cepted as a foregone conclusion by the 
rank and file of the retail trade. Re- 
tail dealers, generally speaking, are 
well cleaned up on this stock of mer- 
chandise, and many with whom we have 
talked during the past week have sig- 
nified their intention of placing orders 
for next season’s goods at an early 
date. 


We quote from jobbers’ stocks; Garden 
wheelbfrrows, No, 3, $7.35 each; No. 4, $7.50 
each; No, 5, $7.85 each. 


Baseball Goods.—The inauguration 
of twilight league baseball during the 
past summer resulted in a pronounced 
increase in the sale of baseball goods, 
and both jobbers and retailers are well 
cleaned up on stock, especially on base- 
balls. The leading manufacturers of 
the latter have announced an advance 
of 35 per cent on the cheaper kinds, 
and a little more than 10 per cent on 
the better, or league balls.. In addi- 
tion, the manufacturers have notified 


Single 
base; 
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jobbers that they will be obliged to 
limit orders on the cheaper grades. 
Retail hardware dealers should make up. 
their minds that the 10c. baseball ig a 
thing of the past, for a ball that was 
formerly sold at 10c. they will be 
obliged to get 25c. 


Bolts and Nuts.—The recent advance 
of 10 per cent in local quotations on 
bolts and nuts has made no apparent 
difference in the demand, which far ex- 
ceeds the supply, especially insofar as 
small sizes are concerned. An unusual 
demand for % in. common carriage 
bolts has appeared during the past 
week, and the market is virtually bare 
of this size. According to the jobbers 
small sized nuts are bringing a pre- 
mium in the open market, and as it 
costs about 1c. a lb. to land them here 
it is not to be wondered at that prices 
are as quoted. 


We quote from jobbers’ stocks; Machin 
bolts with H. P. nuts, all sizes, list plus 
15 per cent; bolt ends with H. P. nuts, list 
net; machine bolts with C. & T. nuts, all 
sizes, list plus 25 per cent; tap bolts, list 
plus 30 per cent; common carriage bolts all 
sizes, list plus 25 per cent; stove bolts 
larger lots, 50 per cent; smaller lots, 40 per 
cent; nuts, H. P. square blank and square 
tapped, hexagon blank and tapped, list plus 
5e.; C. P. C. & T. square blank and tapped 
tapped and hexagon blank and tapped, list 
plus 6c.; extras of 1c. to 5c. per Ib. aré 
charged for less than keg lots. Semi- 
finished hexagon nuts, 9/16-in, and gmaller 
20 per cent; %-in. and larger, 20 per cent: 
finished case hardened nuts, 20 per cent. 

Bottles.—The Stanley Insulating Co., 
manufacturers of the ferrostat vacuum 
bottle, is coming out in the next thirty 
days with a pint bottle. Details as to 
price for same are not available at the 
moment, and probably will not be until 
the company accumulates a large stock 
on hand so that it can insure deliveries. 
The recent advance in Universal and 
Thermos vacuum bottles has had a 
tendency, if anything, to slow up the 
demand. The local jobbers have suffi- 
cient back orders on their books to 
absorb everything coming forward 
from the manufacturers. Shipments 
from the factories have been slow of 
late, due, it is said, to their inability 
to get glass fillers in sufficient quan- 
tities. 

We quote from jobbers’ stocks; Thermos 
bottles, brown steel case, pints, $3.2% list 
quarts, $25. Corrugated nickel, pints, 
$4.50; quarts $6.75. Smooth nick:}, pints 
$5; quarts, $7.25. Discount 25 and 10 per 
cent. Ferrostat, quarts, black finish, $10 


2-quarts, $15; quarts, leather finish, $11; 2- 
quarts, $16. Discount 30 per cent. 


Coaster Wagons.—No letup is noted 
in the call for coaster wagons, both for 
immediate and future deliveries. Local 
jobbers report that they have difficulty 
in keeping sufficient stock on hand to 
fill emergency orders. The manefac- 
turers are making a good record for 
themselves in shipments, but they are 
so buried with business it is doubtful 
if they will be able to catch up with 
orders for many months. 


We quote from jobbers’ stocks, 33% pe! 
cent discount; from manufacturers stocks 
in full crates, 40 per cent discount. 


Fruit Jar Rubbers.—One of the lead- 
ing Massachusetts manufacturers ot 
fruit jar rubbers has revised prices, 
and it is believed that the others will 
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do so within the immediate future, but 
until they do it is doubtful if local job- 
bing quotations are changed. 


Galvanized Ware.—Orders for all 
kinds of galvanized ware, but especially 
for garbage and ash cans, appear to 
be coming in a little freer, according to 
the jobbing trade here. Prices are re- 
ported as very firm and unchanged. 

We quote from jobbers’ stocks: 


Ash Cans.—Galvanized, with three 
17 x 26 in., $4.40 each; 18 x 26 in., 


stays, 
$6.30 
ach. 

“thei Hods.—Japanned, with wood handle, 

15 in., $480 per doz.; 16 in., $5.15; 17 in., 


galvanized, with wood handles, 15 
16 in., $8.08; 17 in., 


Pails.—Eight- -quart, $4.64 per doz.; 10- 
qt., $5.25; 12-qt., $5.76; 14-qt., $6.48; heavier 
pails, 40 Ib. to Pg dozen, $8. 44; 50 Ib. to 
the dozen $10.8 

Tee +5 No. $24.38 

No. 1, 


doz.; No. 300, $27.20. 

Garbage Cans.—Galvanized, 
per doz.; No. 2, $1.76; No. 4, $1.34. 

Hack Saw Machines.—The Racine 
Tool & Machine Co., Racine, Wis., has 
notified jobbers that its prices on all 
metal cutting machines are approxi- 
mately 10 per cent higher, effective 
Sept. 15. 

Heaters.—A new high weekly record 
for this season of the year for ship- 
ments of heaters out of jobbers’ stocks 
has been hung up since last reports. 
The demand during the past week has 
taken a decided jump, due unquestion- 
ably to recent advances in price of an- 
thracite coal in various New England 
localities. Present indications are that 
jobbers will have considerable difficulty 
in filling orders that will come in later, 
owing to the inability of the railroads 
to handle shipments made by the manu- 
facturers in an efficient manner. 


We quote from jobbers’ stocks: .Nesco 
Perfect heaters, No. 15 japanned trim- 
mings with steel reservoir, $5.18 net each; 
No. 016, nickcled trimmings with steel res- 
rvoir, $637; No. 1600. nickeled trimmings 
with brass reservoir, $7.28. 


Iron and Steel—wWhile shipments of 
iron and steel, generally speaking, are 
better than they were two months or 
80 ago, service being rendered by the 
railroads is not as efficient as the hard- 
ware trade here anticipated, in view of 
the increased freight rates. Some local 
interests go so far as to state that 
although they are paying more to se- 
cure goods they are getting poorer 
service than ever. Steel bands and 
small bars apparently are scarcer than 
ever, and jobbers say they get little 
or no encouragement from the mills. 


Iron—Refined except as below, $6 100 
Ib. base; % and 9/16-in. round and square 
and 2%-in round and square and larger, 
$6.40; 7/16-in. round and square and 
smaller $8: over 6 in. wide, $7.50. Best 
refined, $7.50; same extras over base for 
small sizes as refined. Wayne, $8.50. Band 
fron, $8.59: hoop. $9; Norway, $20. 

Steel—Soft steel bars, except as below 
36 per 100 Ib.; base, %-in. rownd and square 
and smaller $650: flats. $6.85: concrete 
bars, plain, $6: twisted, $6.50, angles, chan- 
nels and beams, $6 to $6.50; tire steel, 
$7 to $7.50: open hearth spring steel. $11 
crucible sprine steel, $16: bands, $8 to 

5: hoops. $9: cold rolled steel. $10 to 
toe calk steel, $8 


Pencils.—Some of the retail dealers 
are showine more interest in magazine 
pencils. They have proved popular 
sellers during the past year or so. The 
manufacturers of the Eversharp pencil 
are reported as unable to fill orders on 
their books, and are turning down new 


37 
$8.71: 


200, per 


$2.46 


$10.50: 
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business, but there are a large number 
of other kinds obtainable that can be 
retailed at $1, and it is to some of these 
kinds that the retail jobbers are giving 
their attention. 


Picks and Mattocks.——No improve- 
ment in the local supply of picks and 
mattocks is noted. Because jobbers 
have accumulated quite a number of 
orders, it is doubtful if the available 
supply improves much within the next 
month or so. Prices, as quoted on down 
the line, are very firm but unchanged. 


We quote from jobbers’ stocks: 
tractors’ picks, 25 per cent discount; 
road picks and mattocks, 25 and 5 
e nt discount, for the best grades in both 
instances, 

Screws.—Small cap screws are de- 
cidedly scarce, and because the jobbers 
are paying high prices for odd lots 
there has been some talk of late of an 
advance in jobbing quotations on them 
as well as on set screws. The R. B. 
Phillips Mfg. Co., Worcester, Mass., 
has notified local jobbers that owing to 
a change being made in equipment it is 
temporarily withdrawn from the manu- 
facture of cap and set screws, and a 
suggestion is made that existing orders 
on its books be cancelled by the jobber. 
Machine screws of all kinds are still in 
active demand and short supply. The 
call for wood screws is practically nor- 
mal, but manufacturers are still having 
trouble in securing wire, and therefore 
local jobbing stocks are small and 
prices hold very strong. 

We quote from jobbers’ 
screws, flat head bright 6 
count; flat head blued, 67 
discount; round head 
discount; flat head brass 
count; round head brass, | 
count; flat head brass plz 
discount; ground head nik 
discount; flat head nick 
discount; flat head galv: 
cent discount. 

Coach screws, 10 
screws, 10 per cent discount 
discount; cap screws, square 
list, also 20 per cent discount; fillister, list 
plus 10 per cent discount; flat and round 
cap, list plus 25 per cent discount: iron 
machine screws, flat and round head, 49 
per cent discount; fillister, 30 per cent dis- 
count: flat and round head 
cent discount; fillister, 25 per cent discount 


Shears.—Some of the manufacturers 
of shears have announced new prices, 
which when compared with those quoted 
in January last, show an advance of 
about 10 per cent in grass shears, 12% 
per cent in sheep shears and approxi- 
mately 20 per cent in hedge and border 
shears. Henry Disston & Sons, Phila- 
delphia, is coming out with a high- 
grade line of grass shears that can be 
sold to the retail trade at $11.45 per 
dozen. Seymour Smith & Son, Oak- 
ville, Conn., is offering display boards 
with a popular assortment of pruning 
shears, twenty-four shears to the board, 
to retail at 90c. to $3.75 each. The 
board suggests possibilities for mar- 
keting high priced pruning shears. 

Skates.—Orders for skates 
ginning to come in fairly well, 
ing to the jobbers. The big buying 
movement, however, has not started. 
Retail stocks are exceptionally small. 

We quote from jobbers’ stocks: Allen & 


Rollins Co., skates, tubular aluminum fin- 
ish, hockey and racer, $9 per pair. 


Toys.—Shipments are being made 
from the manufacturers, especially 
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those in the Pittsburgh district, fairly 
regularly, but considerable delay in 
transportation has been experienced. 
We hear of at least one instance where 
a car has been delayed more than a 
week after leaving a New England 
railroad terminal point. 

We 
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Traps.— Conditions governing the 
market for game traps remain un- 
changed. The demand for same is ex- 
ceeding all expectations of the jobbers, 
who are unable to make shipments as 
fast as desired in some cases, owing to 
the backwardness of deliveries from 
the manufacturers. 

We quote from a rs’ stocks: 
with chains, No. 0, $1.71; No 

ls, $3.05; No. 2, $4.21; No 
4, $8.60 

Jump ” 
No. 1, $2 
No, 3 7. 
Blake Traps, with chains 
No. 1, $2.50; No. 1%. $3 15; 
No. 3, $7.50; No. 4, $8.75. 
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move has been made 
by the jobbing trade here to change 
its prices for washers, notwithstand- 
ing the fact that manufacturers have 
recently advanced theirs approximately 
a cent a pound. The local supply is 
ample for al] requirements apparently, 
and good deliveries are being guaran- 
teed by the wholesale trade here. 
= quote from jobbers’ stocks: Cut 
shers, %-in. and smaller, 6c. per Ib.; 
rer, 5c. per Ib.; cut washers, 200-lb 
gs, list; malleable washers, 12c. per lb 
Wrenches.—The demand for wrenches 
holds up well. Jobbers say that they 
have had an unusually good demand 
during the past few months for sizes 
24 inches from the autmobile in- 
dustry. There was a time, not so very 
long ago, when wrenches as large as 
these were used only by the most ex- 
tensive manufacturing plants. Prices 
are firm on the recently revised basis. 
We quote from jobbers’ stocks: Stillson 
and Trimo pipe wrenches and parts, new 
list, 40 and 10 per cent discount; Coes 
wrenches, large lots, 20 per cent discount 
small lots, 10 per cent discount; dropped 
forged wrenches, 20 per cent discount: 
Westcott’s wrenches, net’ list; agricultural 
wrenches, 25 per cent discount. 
Glass.—Notwithstanding the lack of 
new house construction there is a large 
demand for window glass both in a 
wholesale and an over-the-counter way. 
t the moment the wholesale concerns 
report a pronounced shortage of cer 
tain sizes of single and double A and 
B, but indications are the situation in 
this respect will be somewhat relieved 
before long. The trade points out that 
railroad embargoes against glass, for 
the first time in a great many months, 
have been entirely lifted, and word has 
gone out to glass works to rush ship- 
ments to this market. Prices are firm, 
and according to local authorities, are 
likely to remain on their present level 
for some time, althourh in certain pro- 
ducing districts the feeling exista that 
the market should be quoted higher. 


over 





Office of HARDWARE AGE, 
Cleveland, Sept. 20, 1920. 
_ the opening of the fall season 
retail merchants report an in- 
creased activity in the market. Mer- 
chants, generally, are enjoying a very 
good volume of business in practically 
all lines. A very heavy demand has 
developed during the last few days for 
preserving kettles and other utensils 
used for fruit canning, this demand 
being stimulated by very large peach, 
pear and plum crops and lower prices 
on fruit than have prevailed in recent 
years. 

The only line that is not fairly active 
is builders’ hardware, but a moderate 
volume of business is going out in this 
line, and the building outlook shows a 
little improvement. 

The supply of practically all lines of 
merchandise is at present adequate. 
Manufactured goods are being shipped 
fairly promptly by manufacturers, and 
while stocks may not be large in some 
lines, jobbers and retailers have about 
all the goods that are actually needed. 
In mill products the shortage con- 
tinues, particularly in nails. However, 
the scarcity is not as acute as it has 
been, owing to the fact that the demand 
has fallen off somewhat. 

Jobbers are doing a good volume of 
business, both in orders for filling in 
stocks and in seasonable merchandise 
for spring delivery. Retailers have cut 
their stocks down somewhat, but con- 
tinue to carry good stocks, and are 
placing new orders to keep their stocks 
up. A good volume of seasonable busi- 
ness for spring is being placed, but 
many of the retailers are not buying 
in as large lots as a year ago. Some 
of these say that they do not expect 
any decline in prices on seasonable mer- 
chandise, such as lawn mowers, screen 
doors, etc., during the early spring sea- 
son, but they feel that,there may be 
a chance to buy at some concession a 
little later in the season. Consequently, 
they are buying sparingly in order that 
they may take advantage of any price 
reductions that may be made during 
the spring. 

Automobile Tires and Accessories.— 
Retailers report a fair demand for cas- 
ings and tubes, and sales by jobbing 
houses are about normal for this time 
of year. While retailers are not buy- 
ing heavily they are keeping their 
stocks up. The talk of lower tire prices 
seems to have disappeared and the 
trade does not look for a change in 
prices for this season. Spark plugs 
and other accessories are still moving 
fairly well. 

Axes.—Jobbers are now receiving 
shipments of axes from manufacturers 
and expect to be able to take care of 
all orders for fall delivery. Quite a few 
orders are now coming in from retailers 
who had postponed buying believing 
that possibly prices would go lower. 
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Batteries.—Prices on Columbia and 
Red Seal dry cell batteries have been 
advanced 4c. each. 


regular batteries at 36c. 
each in barrel lots, 


Jobbers 
and ignitor at 

Barb Wire.—The supply of barb wire 
is still very short, and the demand is 
good. Prices are unchanged. 


quote 
oF 


ott, 


We quote barb wire from jobbers’ stocks 
in 80-rod spools as follows: Cattle wire, 
ete hog wire, $4.55; American special, 
3.25. 

Bolts and Nuts.—No change in price 
has been made since the recent ad- 
vance on machine bolts, but some of the 
jobbers are working on new prices and 
will make slight advances to cover the 
advance made by leading manufacturers. 
The demand is good and shipments are 
rather slow. 

Jobbers’ prices are as follows: Machine 
bolts, large and small, 10 per cent off list; 
carriage bolts, large and small, 15 per cent 
off list; stove bolts, 50 and 10; lag bolts, 
50; hot pressed nuts, square and hexagon, 
tapped, list. 

Cant and Peavey Hooks.—A price ad- 
vance of 10 per cent has been made on 
the cant and peavey hooks. 


Fitting and Valves.—Jobbers have 
made a price advance of 10 per cent on 
malleable fittings; 5 per cent on cast 
iron fittings and 5 per cent on iron 
valves. The higher prices are attributed 
to the increase in freight rates. 


Fruit Cans.—The large fruit crop 
this season is resulting in an unusually 
heavy demand for tin fruit cans. Job- 
bers have fair stocks and are able to fill 
all orders. 
cans at $7.25 


Jobbers fruit 


per gross. 


quote 1-qt. 
Garden Hose.—Some of the leading 
manufacturers of garden hose have re- 
duced prices 1c. a foot on both wrapped 
and moulded hose. Orders for spring 
are being taken at the new prices for 
next spring, and the demand is good. 
Some orders were recently booked at 
the old prices, but buyers will get the 
advantage of the reduction as guaran- 
tees were given against a decline. 


Garden Tools.—Sales of garden tools 
for next spring are being made in good 
volume by jobbing houses, the volume 
of business being about up to normal. 


Grass Hooks.—A price advance of 
about 10 per cent has been made on 
grass hooks. Jobbers are now taking 
orders for spring delivery. 

Guns and Ammunition.—The opening 
of the hunting season in Ohio last week 
has stimulated the demand for guns 
and ammunition and jobbers’ stocks of 
shot.guns are low in all makes. Job- 
bing houses also have a rather limited 
supply of ammunition, as deliveries 
from manufacturers are very slow. 

Hunting Clothes.—Hunting clothes 
are now in good demand for the fall 
hunting season, but jobbing houses 
have small stocks and are unable to 
secure shipments. 


Ice Cream Freezers.—The demand for 
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ice cream freezers for next spring’s 
delivery continues very good, and some 
of the jobbers report that their sales 
have been heavier than ever before. 
Prices are unchanged. 

Jobbers’ quote: White Mountain freezers 
as follows: 2-qt., $3.35; 3-qt, $3.95; 4-qt., 
$4.80; 6-qt., $6; 8-qt., $7.90. 

Ice Skates.—Retailers generally have 
placed orders for ice skates for the 
coming winter and sales now are light, 
although a few orders are still coming 
in. Prices are unchanged. 

Jobbers quote: Union Hardware (Co,’s 
polished skates with screw clamps at $1.05, 
$1.30, $1.85 for the three popular grades. 

Ironers.—A_ price advance has been 
made on the Simplex line of ironers. 

The 42-in, ironer formerly quoted by job- 
bers at $153 has been advanced to $163, 
and the 46-in. ironer has been marked up 
from $173 to $180. 

Lawn Mowers.—Sales of lawn mow- 
ers for next spring delivery have been 
heavy, being fully up to any previous 
year, and some of the jobbers have 
sold all the mowers they expect to be 
able to secure from the manufacturers. 


Mops.—Some manufacturers of cotton 
mops have reduced prices 10 per cent. 


Nails and Wire.—The demand for 
nails and wire is still fair, but not 
nearly as heavy as it was a few weeks 
ago. This is attributed to the falling 
off in building work. However, ship- 
ments by manufacturers are still slow 
and jobbers are taking orders faster 
than they can fill them. 

Jobbers quote prices as follows: Wire 
nails, $4 per keg: No. 9, annealed wire, $4 
per 100 lb.; cement coated nails, $4 pe 
100 Ib. 

Oil Cook Stoves.—The scarcity of 
natural gas has stimulated the demand 
for oil cook stoves for early shipment, 
and jobbers report a good volume of 
sales for next spring’s delivery. The 
supply is fairly plentiful. ~ 


Prices on some lines have been advanced. 
The National Enameling & Stamping Co. 
has marked up its line of Nesco wickless 
stoves about 10 per cent for next spring 
delivery. These stoves are now listed at 
$24 each for 2-burner; $30 for 3-burner, and 
$37 for 4-burner. Jobbers’ prices to retail- 
ers are 30 per cent off of list. Prices on 
some standard lines of wick stoves have 
been advanced 10 per cent and these are 
now quoted at $14.45 for 2-burner, $18.85 
for 3-burner and $23.90 for 4-burner. 


Oil Heating Stoves.—The demand fo: 
oil heating stoves is rather slow, but 
these are expected to move better 4 
little later in the season. 

Jobbers quote standard types of heating 
stoves at $5 for japanned and $5.80 for 
stoves with nickel-plated trimmings 

Poultry Netting and Wire Cloth— 
No prices on poultry netting and wire 
cloth for next spring have yet been 
announced. The demand at present }s 
not active, although some retailers are 
placing orders in order to be sure 0 
securing deliveries. 

Jobbers quote for early shipment: Poul- 
try netting, 40 per cent discount for galva- 
nized after weaving; wire cloth, $2.59 oe 
100 sq. ft. for black, and $3 for galvanized. 

Roller Skates.—Jobbers report a fair 
demand for roller skates for nex! 
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season for delivery up to Feb. 1. Orders 
are being taken at the recent price ad- 
vance. 

Jobbers quote Nos. 4 and 5 Union ball 
bearing extension skates at $2.60 and No. 
6 at $2.75. 

Rope.—The demand for rope has 
fallen off considerably, as most of the 
retailers have purchased their fall 
stocks. Prices are unchanged. 


We quote from local jobbers’ stocks: 
Best grades of manila rope at 27%c. per 
Ib. base from mill, and 28c. per lb. from 
stock. 


Rubber Roofing—The demand for 
rubber roofing has improved somewhat, 
as it usually does at this time of the 
year. The price situation on rubber 
roofing seems to be somewhat unset- 
tled. One manufacturer has made a 
slight reduction in prices and another 
expects to advance. Jobbers’ prices are 
unchanged. 


Step and Extension Ladders.—A price 
advance of 5 per cent has been made on 
step and extension ladders. Jobbers 
are now taking orders for spring ship- 
ment. 


Shovels.—The supply of shovels is 
still searce, and jobbers have not yet 
been able to ship all orders that were 
received last season. The demand is 
fair. 

Jobbers quote shovels at $15 per doz. for 
the fourth grade, $16.50 for the third grade 
and $19.75 for the first grade. 

Screen Doors and Windows.—No 
prices have yet been announced on 
screen doors and windows for next 
spring, but new prices are promised 
within the next week or two. A slight 
advance is expected. 

Stoves.—There is little demand for 
gas and coal cooking and heating stoves. 
Retailers are buying in very limited 
quantities as they do not wish to be 
loaded up with stocks should prices de- 
cline. Some of the manufacturers are 
showing more of an eagerness to take 
orders than they have for a long time. 


Stove Pipe and Elbows.—The supply 
of stove pipe and elbows is still rather 
short, and some of the jobbing houses 
are not accepting additional orders but 
are now making shipments and expect 
to be able to deliver in full all orders 
they now have on their books. 

Steel Sheets.—There is an easing up 
in the sheet market and a number of 
the mills are now in position to make 
much better shipments than they were. 
Some of the high prices that were pre- 
vailing recently for sheets for prompt 
shipment have disappeared. Jobbers’ 
prices are unchanged. 

Jobbers quote black sheets at 8%4c 
lb. base and galvanized sheets at 9c. 

Wire Fencing.—The wire fence situa- 
tion is still rather unsatisfactory in that 
the jobbers are uncertain about getting 
a supply for the coming season and 
consequently some are declining to take 
any orders. 

Washing Machines.—The Buckeye 
Churn Company, Sidney, Ohio, has ad- 
vanced the price on its line of Prima 
oscillating type of electric washing 
machine from $150 to $160. 


per 
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Cleveland Paint Market 
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= demand for paints and varnishes 
has fallen off somewhat, but manu- 
facturers are still getting enough 
orders to keep plants running at capac- 
ity. Deliveries show some improve- 
ment. Retailers are placing some 
small fill-in orders with jobbers. Some 
painting contractors report that they 
have on hand enough work to keep 
them busy up to the first of the year, 
mostly inside work, but others have 
very little work. No orders are being 
taken for future deliveries, but jobbers 
expect shortly to begin taking orders 
subject to prices prevailing at time of 
shipment. Prices are unchanged. 


Jobbers quote best grades of mixed 
paints at $4 per gallon for colors and 
$4.25 for white. 

Linseed Oil.—The linseed oil market is 
weak and prices have further declined 10c. 
per gal. A great deal of resale oil is stil) 
coming on the market. The demand is 
slow Jobbers quote linseed oil at $1.55 
per gal. for raw oil and $1.57 for boiled oil. 

Turpentine.—The supply of turpentine 
has eased up materially and consumers are 
now having no difficulty in securing all 
they need The demand 1s not active. 
Jobbers quote turpentine at $1.95 per gal. 
in barrel lots. 

White Lead.—The supply of white lead 
is more plentiful than it has been, due per- 
haps to quite a little falling off in the de- 
mand. Prices are unchanged Jobbers 
quote best grades of white lead at 15%<« 
per lb. in 100 lb. kegs. i 

Shellac.—The demand for shellac is light 
this being attributed to the high prices 
No reduction in prices is looked for in the 
near future 


Coming Hardware Conventions 


NATIONAL HARDWARE ASSOCIATION 
CONVENTION, Atlantic City, N. J., Oct. 
19, 20, 21, 22, 1920. Hotel headquar- 
ters, Marlborough-Blenheim. T. James 
Fernley, secretary-treasurer, 505 Arch 
Street, Philadelphia, Pa. 

AMERICAN HARDWARE MANUFACTUR- 
ERS’ ASSOCIATION CONVENTION, Atlantic 
City, N. J., Oct. 20, 21, 22, 1920. Hotel 
headquarters, Marlborough - Blenheim. 
F. D. Mitchell, secretary-treasurer, 
Woolworth Building, New York City. 

AUTOMOBILE ACCESSORIES BRANCH OF 
THE NATIONAL HARDWARE ASSOCIATION 
CONVENTION AND EXHIBITION, Coliseum, 
St. Louis, Mo., Nov. 30, Dec. 1, 2, 3, 
1920. Headquarters, Hotel Statler. T. 
James Fernley, secretary-treasurer, 
505 Arch Street, Philadelphia, Pa. 

TEXAS HARDWARE & IMPLEMENT AS- 
SOCIATION CONVENTION, Dallas, Jan. 18, 
19, 20, 1921. Hotel headquarters, 
Adolphus Hotel. A. M. Cox, secretary, 
1808 Main Street, Dallas. 

PAcIFIC NORTHWEST HARDWARE AND 
IMPLEMENT ASSOCIATION CONVENTION, 
Seattle, Wash., Jan. 18, 19, 20, 21, 1921. 
E. E. Lucas, secretary, Hutton Build- 
ing, Spokane, Wash. 

WESTERN RETAIL IMPLEMENT, VEHI- 
CLE AND HARDWARE ASSOCIATION CON- 
VENTION, Kansas City, Jan. 18, 19, 20, 
1921. H. J. Hodge, secretary, Abilene, 
Kan. 

Missourt RETAIL HARDWARE ASSO- 
CIATION CONVENTION AND EXHIBITION, 
Planters Hotel, St. Louis, Jan. 25, 26, 
27, 1921. F. X. Becherer, secretary, 
5106 N. Broadway, St. Louis. 

MOUNTAIN STATES HARDWARE AND 
IMPLEMENT ASSOCIATION CONVENTION, 
Brown Palace Hotel, Denver, Col., Jan. 
25, 26, 27, 1921. W. W. McAllister, 
secretary-treasurer, Boulder, Col. 

KENTUCKY HARDWARE AND IMPLE- 
MENT DEALERS’ ASSOCIATION CONVEN- 
TION AND EXHIBITION, Armory, Louis- 
ville, Jan. 25, 26, 27, 28, 1921. J. M. 
Stone, secretary-treasurer, Sturgis. 

INDIANA REvVAIL HARDWARE ASSOCIA- 
TION, INC., CONVENTION AND EXHIBI- 


TION, Jan. 25, 26, 27, 28, 1921. 
to be announced later.) G. F. 
secretary, Argos. 
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OREGON RETAIL HARDWARE & IMPLE 
MENT DEALERS’ ASSOCIATION CONVEN- 
TION, Portland, Jan. 25, 26, 27, 28, 1921. 
E. E. Lucas, secretary, Hutton Build- 
ing, Spokane, Wash. 

WISCONSIN RETAIL HARDWARE ASso- 
CIATION CONVENTION AND EXHIBITION, 
Milwaukee, Feb. 2, 3, 4, 1921. P. J. 
Jacobs, secretary, Stevens Point. 

PENNSYLVANIA 
BOARD HARDWARE ASSOCIATION, 
CONVENTION AND EXHIBITION, Phila 
delphia Commercial Museum, Phila- 
delphia, Feb. 8, 9, 10, 11, 1921. Sharon 
EK. Jones, secretary, 1314 Fulton Build 
ing, Pittsburgh. 


AND ATLANTIC SEA- 


INC., 


MICHIGAN RETAIL HARDWARE 
CIATION CONVENTION AND EXHIBITION, 
Grand Rapids, Feb. 8, 9, 10, 11, 1921 
Arthur J. Scott, secretary, Marine City 
Earl S. Judson, exhibit 24% 
Morris Avenue, Grand 

OKLAHOMA HARDWARE AND IMPLI 
MENT ASSOCIATION CONVENTION, Okla- 
homa City, Feb. 8, 9, 10, 1921. W. B. 
Porch, secretary-treasurer, Oklahoma 
City. 


ASSO 
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CALIFORNIA RETAIL HARDWARE & Im 
PLEMENT ASSOCIATION CONVENTION, 
San Francisco, Feb. 15, 16, 17, 1921 
Le Roy Smith, secretary, 112 Market 
Street, San Francisco. 

ILLINOIS RETAIL HARDWARE ASSOCIA 
TION CONVENTION AND EXHIBITION, 
Hotel Sherman, Chicago, Ill., Feb. 15, 
16, 17, 192 Leon D. Nish, 
Elgin. 

MINNESOTA RETAIL HARDWARE ASSO 
CIATION CONVENTION, St. Paul Audi- 
torium, St. Paul, Feb. 15, 16, 17, 18, 
1921. H. O. Roberts, secretary, Metro- 
politan Life Building, Minneapolis. 

OnH1I0 RETAIL HARDWARE ASSOCIA- 
TION CONVENTION AND EXHIBITION, Co- 
lumbus, Feb. 15, 16, 17, 18, 1921. Hotel 
headquarters, Deshler Hotel. Exhibi- 
tion in Memorial Hall. James B. Car- 
son, secretary, Dayton. 


secretary, 
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Speaking of Special Sales 
(Continued from page 86) 


windows that are more or less season- 
able throughout the entire year. For 
instance, clothes baskets, flashlights, 
wash boilers, electric toasters, alumi- 
num pots and coffee percolators. Ar- 
ticles such as these included in a spe- 
cial sale are great drawing cards and 
often very much of an inducement to 
housewives that are passing by to en- 
ter a store and buy. That is one of the 
most important points about any spe- 
cial sale. A certain number of practi- 
eal all-the-year-round articles displayed 
are always an inducement to prospec- 
tive customers and do as much as any- 
thing else to get people inside the 
store. Once people are induced to enter 
a store, 40 per cent of the difficulty of 
making a sale has been overcome. If 
they enter the store they are interested, 
and any salesman worthy of selling 
hardware should be able to increase a 
customer’s original interest by demon- 
strating, suggesting and exhibiting 
various articles that any housewife, for 
instance, in the nature of things, in- 
variably feels a very real and personal 
interest. 

It is interesting to note in one of the 
Carlisle windows ice cream freezers. A 
few years ago freezers were considered 
seasonable only during the summer 
months. Quite a change, however, has 
taken place in nearly everybody’s men- 
tal attitude toward freezers as being 
salable only in hot weather. The large 
hotels and restaurants all over the 
country include ice cream on their 
menus during the entire year, and ice 
cream is one of the most convenient 
and one of the most generally appre- 
ciated desserts to serve in the home at 
any time of the year. Freezers can no 
longer be considered as only summer 
stock by the modern hardware dealer 
who caters to the home trade. 


Food for Thought 


Thermos bottles and _ flashlights, 
aluminum pots and kettles are season- 
able at any time of the year, and the 
same is true of several other articles 
shown in both of the accompanying pho- 
tographs. When one stops to consider 
how many articles carried in hardware 
stores have ceased to be goods that 
could be sold only at special seasons of 
the year, and how they are now as sea- 
sonable and appropriate at mid-sum- 
mer’s eve as they are at Christmas 
Eve, it is food for thought and for high 
optimism, and indicates as clearly, per- 
haps, as any other single fact, that the 
hardware business is continually becom- 
ing more indispensable, more prosper- 
ous, and more useful to the proper dis- 
tribution of necessities of life through- 
out the country. 


Can the Middleman Survive 
(Continued from page 84) 


tirely the personal equation in salesman- 
ship. A man or woman prefers to trade 
with a friend if that be possible, and 
the tradesman who can make a friend 
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of his patron has a wonderful hold upon 
him. Big business concerns have schools 
where the art of making friends is 
taught, but those who know the propri- 
etors of the shops at which they trade 
will realize the magnetic effect of this 
friendly relationship. 

Then there is the element of credit. 
Few of us realize its importance. Most 
of those who earn daily wages or sala- 
ries spend their pay before they receive 
it. They are paid, upon the average, 
twice a month, not in advance but after 
they have done their work. They are, 
therefore, giving their employers credit 
for the value of their work and they 
must in turn buy on credit if they are 
to live. 

If there are 40 million people work- 
ing for wages or salaries in the United 
States, and if they receive as at pres- 
ent an average of $4 a day, paid them 
half-monthly, for each twelve days’ 
work, we have a total of $1,920,000,000 
for which the employees are constantly 
giving credit to their employers. For 
a year this aggregates $49,780,000,000, 
or say 50 billions, which is within 10 
billions of my estimate of the business 
done by other enterprises than the chain 
stores and mail order houses. A large 
share of this 50 billion dollars worth of 
goods is and must be sold on credit and 
in most cases settlement is made only 
once a month. 

Credit as a Necessity 

A very large majority of the retail- 
ers must have credit in order to give 
credit, and the jobbers have the capital 
and the personal knowledge that enable 
them to sell on time with safety. For 
this reason it seems improbable that 
they can be eliminated. They are neces- 
sary. ‘ 

In the case of concerns who have 
large capital and a product for which 
an imperative demand or an imagined 
need has been created by advertising it 
may perhaps be possible to set up an 
organization that can sell direct to the 
retailers on credit terms that would 
meet their varied requirements. Such 
an organization would,, however, have 
to be a large one, and unless its circu- 
lation was continually quickened by the 
dynamic energy of a super-efficient ex- 
ecutive its extremities will become 
atrophied and cease to function. - 

This is what may be called Nature’s 
anti-trust law. When any organization 
gets so big that its remoter members 
do not promptly respond to the will of 
its chief it is likely to become ineffi- 
cient and its competitors generally out- 
strip it after the genius who has cre- 
ated it is dead. 

In this law the jobbers will find con- 
solation, but it is to some extent nulli- 
fied by the obvious answer to the second 
question, “Do the income and excess 
profit taxes tend to strengthen monop- 
oly?” 

That they do seems to be undeniable, 
because they encourage huge expendi- 
tures for advertising that can only be 
undertaken by large concerns who are 
thereby enabled to smother competition 
and increase their grip on the nation’s 
trade. 
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I heard the other day of a rich corpo- 
ration whose directors diciced to spend 
$220,000 in advertising because they 
figured that the real cost to them would 
be only $90,000. 

In other words, they calculated that 
their excess profit tax would be dimin- 
ished by $130,000, because their net 
profit would be reduced by the $220,000 
they were to pay for advertising. 

If, as a result of this advertising, 
their net profit should be increased by 
only twice what the advertising cost, or 
$440,000 (and this is, I am informed, a 
moderate estimate), they will have 
largely augmented their net income 
after paying taxes and strengthened 
their grip upon the market. In the 
case of corporations having a larger 
income and spending more for adver- 
tising, the figures would be much more 
striking. Copartnerships that have no 
excess profit tax to pay are similarly 
stimulated to advertise by the income 
tax. The present shortage of paper is 
partly due to the enormous increase in 
advertising that has followed the impo- 
sition of these war taxes. 


Monopoly Tendencies 


The war has taught us many things. 
It was largely won by advertising. The 
Liberty Loans were sold because of the 
skill with which they were advertised. 
Before conscription the British army 
was recruited by advertising. Many of 
us will never forget the appeal of the 
poster in which a little boy was de- 
picted as asking his father, “And what 
did you do in the great war, Daddy?” 

Raemaker’s wonderful cartoons, re- 
produced as advertisements, had a tre- 
mendous influence in arousing men 
and women to make an end of militar- 
ism and its atrocities. As a result, the 
art of advertising has been studied and 
improved, it has been dignified, its psy- 
chology is better understood and _ its 
value is more appreciated than ever 
before. 

The income and excess profit taxes 
have, however, given us a new concep- 
tion of the monopolistic power that 
those who are able and willing to ad- 
vertise can acquire, and assuming the 
indefinite continuance of these taxes, 
it seems inevitable that big business 
will grow bigger and more inexorable 
in its demands, while the little fellow 
who cannot advertise largely will grad- 
ually become invisible. 


Selling College Athletes 
(Continued from page 91) 
life, to make them feel absolutely 
at home in your store, to support 
their activities, to carry the goods 
that they want, and, last but not 
least, to “make good” willingly on 
every purchase made. If any stu- 
dent purchases an article in the 
Treman, King & Co. store that is 
not satisfactory, they do not quib- 
ble or offer to “split the difference” 
but rather live up to their guaran- 
tee, “Our goods will make good, oF 
we will.” 
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ness bent. Some walk —some ride ctivity 
in machine, on trolley or bus. On 
every conveyance, in every build 
ing, doors mark the surge of human 
travel—quietly. For hinges make 
activity silent 
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| hinge selection is just as nmportant 
| || as hinge usefulness. A creaking 
| squeaking hinge ruins architectural 
perfection, cheapens expensive 
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The keynote of the McKinney ad- 
vertising campaign. ‘The advertise- 
ment reproduced above makes a 
direct appeal to Architects and 
Builders—the biggest class of hinge 
buyers. Once more the name 
McKinney recalls those hinges and 
butts which have served so well for 
fifty years. 
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This advertisement appears 
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in the September issues of 
Irchitect and Builders’ 
magazines. It1s part of the 
big McKinney Campaign 
who take 9 make everyone recognizé 
the importance of hinge 

Other advertisements are af 
pearing in current issues of 
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Be sure you get real value from this 
and all other McKinney Advertis- 
ing. Display the McKinney colored 
counter cards. Use the general 
hardware advertisements in your 
local newspapers. These will be 
supplied free to all dealers selling 
McKinney products. Make your 
store McKinney Headquarters. 


WESTERN OFFICE, State-Lake Bldg., Chicago 
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New Utility Light 

A new model, the Utility light, has 
been added to the Kwik-lite line of 
flashlights made by the Usona Manu- 
facturing Co., 1 Hudson Street, New 
York. 

The Utility Light is tubular model 
with the reflector and lens at an angle 
of forty-five degrees. It may be stood 
up or hung upright, with the light re- 
flected in any desired direction. This 
enables the user to have free use of 
both hands. The clip at the side may 
be removed or turned around to any 
side, and the light hung on a belt, hat 
band or pocket. The clip has a key hole 
opening that allows hanging on a nail 
or hook. 

The light is 


constructed telescop- 











Utility Light 


ically, joined with a three way bayonet 
lock, which permits adjustment of the 
reflector, switch and clip. 


Berkshire Electric: Washer 

The Berkshire’ Electric Clothes 
Washer, manufactured by the Pitts- 
field Machine & Tool Co., Pittsfield, 
Mass., combines the action of the oscil- 
lating with the revolving cylinder 
method of washing. 

The octagonal shape of the cylinder 


Placed on 


or clothes container of the Berkshire 
Washer and its off center axis give the 
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clothes being washed, it is claimed, a 
movement which is a combination of 
the old and the new methods. Each 
one of the flat sides of the cylinder acts 
like an inserted plate or baffle in rais- 
ing the clothes out of the water and the 
off center pivoting of the cylinder has 
the effect of one very large baffle. 

The design of the cylinder, it is said, 
permits continuous rotation in one di- 
rection. Reversing mechanism being 
eliminated, the load is continuous and 
the strain is claimed to be much less on 
the working parts, thus prolonging the 
life of the washer. 

The improved swinging wringer, it is 
stated, gives the greatest possible serv- 
ice with the least amount of labor. 

By the movement of a lever the 
wringer can be swung into any posi- 
tion desired—to wring from washer 
into rinse water—from rinse water 
into blueing water—and into clothes 
basket all ready to hang on the line. 
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Wringer is easily tilted so that the in- 
cline is either towards or away from 
washer. 

On account of the pitch of the wring- 
er rolls which the manufacturer claims, 
is an exclusive feature in the equip- 
ment of the Berkshire Washer the 
clothes have only to be dropped onto 
the rolls and are automatically fed 
through the wringer without the op- 
erator getting fingers anywhere near 
the wringer rolls. The clothes can, if 
desired, be lifted from container and 
dropped upon the rolls by the use of a 
short stick. 


Non-Stick Gem Pan 


The Non-Stick Gem Pan, manufac- 
tured by The Non-Stick Gem Pan Co., 
415 Comstock Building, Columbus, 
Ohio, is a baking pan that requires no 
greasing, and has the additional fea- 
ture of having an air chamber formed 














Non-Stick Gem Pan 


by placing disks at the bottom of the 
cups, which allows the cakes to bake 
evenly without a thick crust forming 
on the sides or the bottom. 

The heavy wire extending around the 
pan, terminating in legs at each corner 
allows the cakes to cool in an inverted 
position, thus preserving their light- 
ness. Muffins can be removed when 
hot, which is one of the distinctive feat- 
ures about these pans. 

The pan is made of heavy composi- 
tion metal and the manufacturer 
claims that it will last indefinitely. 


Reading matte: continued on page 112 
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